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YOU'RE JUDGED BY your words 


youre swooro ev VOUF Printing 


Words acquire meaning from the manner of the For respectful printing, see a good 


When vou show respect for your audi- printer. Sce him in the early planning stages 
ittention of any printed piece. A good printer can show you 

word. Words many ways to put extra quality into your booklets 

or lose meaning fre e quality of the print it little or no extra cost. The chances are Warren's 


l the paper our m } ins the respect of papers will be included in his recommendat 


lOnS 
Its readers when swell presented through well- ret ood results with Warren's and so 
printed literature You ll iin the respectlul al- \ f D. Warren Company, SY Broad Stre 


tention that so often leads to sales. 


a ee 


re 
Warren Ss) printing papers 


SS Cc rs makea 
good impression 





CAMPCO 


PROGRESS 


Campco Styrene Package 


gives lock-in protection 


Guardian Electric Company was look- 
ing for an attractive “shock resistant”’ 
package for a new line of miniature re- 
lays. Special protection was important 
because of tiny contact pins and varied 
shapes. A different package for each 
type would be costly and cause delay 
on the packing line. 


Plastofilm Inc., of Wheaton, Illinois 
had the answer with a special formed 
insert of high impact Campco Styrene 
sheet. Although the relays have as many 
as ten different types of connectors, they 
fit snugly in identical compartments of 


the insert with lock-in protection 


from shock. 

How is this possible—well the com- 
partments grip the relays by a combi- 
nation of side walls, channels, grooves 
and holes. Each is capable of gripping 
any one of the relays in some way ; 
providing ease of handling and filling 
in assembly and packaging. 

Another feature is a see-through lid 
that allows instant recognition of printed 
codes on the relays. Packaging in plastic 
can pay off for you, too. Perhaps 
Campco Styrene is your answer. 


One Reliable Source 


Now you can fill all your requirements 
for packaging plastics from one reli- 
able source. Campco now offers Poly- 
ethylene, Acetate, Butyrate, Styrenes, 
Polypropylene, Nylon —in sheets or 
rolls depending on gauge .. . cut to 
size if desired . . . clear or colored 
transparent .. . translucent or opaque. 
Rolls of clear film in stock for imme- 
diate shipment at cost savings. 


(Advertisement) 


latest developments in plastic 
Sheet + film « 


fabrication 


Double-bubble blister of Campco Butyrate 
doubles market for small Stapling machine 


The Wilson-Jones Company wanted 


to expand its 


noe 


market for small stapling 


machines, currently being sold through the stationery store. It reasoned that if 


Campco Acetate Sells 


while it protects 


More and more products are appearing 
in sales-stimulating packages of crystal- 
clear see-through Campco Acetate. A 
special non-blushing formulation in the 
material enables it to maintain clarity 
during forming—prevents clouding and 
discoloration. Campco Acetate protects 
products, too. In addition to increased 
sales, manufacturers report fewer rejects 
due to shipping and handling damage. 
Campco Acetate is easy to 
usually low in cost. 


form, un- 


Packages by Plastofilm Inc., Wheaton, Ill. 


housewives were exposed to their prod- 
uct in self-service outlets, they’d find 
them useful for fastening jobs around 
the house. A package was needed that 
would be pilfer-proof, capable of deliv- 
ering its own sales message, and interest- 
ing enough to create impulse buying. 

Plastofilm Inc. of Wheaton, Illinois 
delivered the answer with a combination 
cardboard sheet and plastic blister of 
Campco Butyrate. The one-piece blister 
has two bubbles—one for holding the 
stapler and the other for 1000 staples. 
The 6x8 inch card is too large for the 
pocket and the blister designed so that 
it cannot be pulled away without de- 
stroying the card . making pilferage 
difficult. Impulse buyers are enticed by 
the see-through blister and sold by the 
printed message of the housewife doing 
basic fastening jobs. 

Without increasing packaging costs 
this new design in a very short 
more than doubled sales. 


time 


Campco Butyrate is extremely strong 
and pliable. It can be deep formed, 
patterned and hole punched without 
shattering or cracking and is easy to 
decorate. Available in crystal clear or a 
variety of colors—rolls 
thicknesses .005” to .125 
tom size. 


and sheets in 


stock or cus- 


Received Your Campco Personal File ? vnis data-packed reference 


file on thermo-plastic sheet and film is yours on request 
on Company letterhead to Campco, 27 |"; Normandy Avenue, Chicago 35, Illinois. 


CAMPCO Sheet and Film, a Division of Chicago Molded Products Corp. 


just send name and address 
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ITS SPRING-FRESH...AND READY TO SERVE! 


SPRING GARDEN 
=) SALAD 


€ 


s) 


SK 


GRGAT ALONE) AMD 4 GREAT NEW TOVEH TO COLO LEWTEN GTanpevSe 


> 
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WOU Know (78 MEET wren you Gey Stednae fh. AAT MASTERS, — on aon 


T} rR.O.P 


Some typical comments from letters which are on file 
with tear sheets in our office. 
“The 


make-ready was 


registration and reproduction such that no 


A CAROLINA NEWSPAPER 


quality were 
» 


necessary. 


comments from our 


‘ere like this 


stereo department were ‘If all the 


one, we would give you a good print.’ ’ 


AN OHIO NEWSPAPER 


“In our opinion, the material was 


ith the 


pe rfect and if e are uppl 


ame type of material on any future advertisement i 
knou e can give you satisfactory re production.” 


A SOUTHERN NEWSPAPER 


r Ste reoty pe De partment informed me that the mats were 


ry satisfactory.” A NEW YORK STATE 


NEWSPAPER 


“Our Stereotype Foreman ... remarked that the 


ult, gave a good reproduction.” 


mats 


good and, as ares 


A WISCONSIN NEWSPAPER 


. our 


the 


was supplied us, 
kind of material.”’ 


congratulations on excellence and fine qual ty 


r printing material hich 


vork with this 


It isa plea ure to 


A NEW YORK STATE NEWSPAPER 


THE EXPERIENCE OF THESE COLOR EXPERTS 


WITH PROGRESS R.O.P. 


COLOR MATS 


MAY LEAD YOU TO THE ANSWER 
TO YOUR R.O.P. COLOR PROBLEMS! 


Iver since the inception of 


R.O.P. Color, 
we have been experimenting, developing, 
improving . seeking to endow Progress 
R.O.P. Color Mats with superior shrinkage- 
resist: 


ince and register-preservation. 


Kvidence of the been 
making is found in the comments of these 
il R.O.P. Color men who east from 
R.O.P. Mats 
this 4-color Sealtest copy in 


March. Their 


they obtained 


progress we have 


practic: 


Progress Color 


to publish 
February and 
experience and the results 


as well as the results ob- 
tained by 


the 


some 50 other papers that ran 


Sealtest copy) may lead you—if you 


get in touch with us—to the answers you 


are seeking to your R.O.P 
No, claim that 
R.O.P. Color Mats are the perfect mats; 


. Color problems. 


we do not Progress 
for our development program is continu- 


ous, and it promises even greater out- 
standing qualities in the near future. 

this: 
‘olor Mats have produced excep- 


fine 


However, we do 
nue. « 


tionally 


say Progress 


and have 


exceptionally high praise from newspapers, 


results, received 
advertisers and their agencies. 

Want 
about their cost? 
most other R.O.P 
Write or phone us . 


and 
the cost of 


know more about them 


It’ 


. mats, re gardle SS of q sality. 


s far helow 


. now. 


PROGRESS PLATE MAKING COMPANY 


923 Filbert Street, 


THE PROSRESS ° 
O > 


MER 


PROGRESS Plate Making Company 
923 Filbert Street, Phila. 7 
WAlnut 2-0447 


SALES OFFICES 


2+ GP May 1959 


Philadelphia 7 
HANSON °- 


HANSON Electrotype Company 
Sth & Sansom Streets, Phila. 7 
WAlnut 2-5567 


WAInut 2-0447 


PROGRESSIVE Group 


PROGRESSIVE Composition Company 
9th & Sansom Streets, Phila. 7 
WAInut 2-2711 


LANC 3ALTIMORE WASHIN 


EX 3 


ASTER NGTON 


SA 7-5302 7444 





Just Celene, Us 


Agencies See the Whole Picture 


It used to be thought that advertising agencies were interested primarily 
in commissionable media. If that were ever true, which is doubtful, it is cer- 
tain that today agencies as well as advertisers see the whole picture of adver- 
tising and promotion designed to move merchandise. 


Reports of agency billings, based on total volume, include many items out- 
Side the field of organized media, which pay commissions on business placed by 
recognized agencies. Because of the growing importance in merchandising plans 
of so-called collateral advertising, the creative talents of agency organiza- 
tions are now devoted to such activities as display advertising at the point of 
sale, direct mail, shows and exhibits, motion pictures and all of the other 
supporting material which helps to generate action on the part of the consumer. 


This is a very healthy situation, from the standpoint of advertisers, agen- 
cies and all those who supply the media and services necessary to a well- 
rounded and successful campaign. It likewise assures full value from the use 
of media like broadcast and print advertising, by providing the catalyst for 
buying action on the part of the purchaser who has been interested in the prod- 
uct through general advertising. 


The arsenal of advertising and merchandising weapons available for the 
marketing man contains many specialized tools which are capable of doing an 
effective sales promotion job. Agency planning takes them fully into account 
in setting up programs designed both to inform and to speed buying action. 


SRB /) 


G. D. Crain Jr. 
Publisher 
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FILMOTYPE 


Speed! Production! 
Finish that art! But where to 
obtain display lettering and type 
best for the job... any and every job? 
Filmotype Photo typesetting machine 
of course! Nothing faster, easier to do, 
more professional in appearance. And 
only pennies a word! Filmotype blends a 
thinking man’s fluster with a printing 
man’s haste. 
AND CONSIDER: The most all-inclusive 
style selection in photo-typesetting 
From 12 pt. to 144 pt./Screens, tints 
right from the machine./Almost 


limitless intermixing of faces 


Note: Play it safe save with the Filmotype 
** Pays-for-itself Purchase Plan. Write for 
complete details, today 


00 McCormick Blvd, Skokie Dept. AR 
Hove the Filmotype representative make 


Qn appointment in my own office for a 
demonstration 


Send me further information about the 
Filmotype Photo Lettering Machine 


Nome 
Firm 


Address 


Cit niin State 
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Adiwertising 


Requirements 


Meet the Sales Promotion Executive of The Year ... ate 
For outstanding work in sales promotion, the Sales Promo- 
tion Executives Assn. and AR honor Ken Duncan, John- 
sons Wax. Racine, Wis. 


How Sales Promotion Helped Launch a New Product 
The story behind the introduction of Pledge, the program 
that brought recognition to the award winner. 


Getting the Dealer’s Attention ... ahs srticedld 
Norge’s Operation Avalanche, a well-integrated program 


to get dealers behind a new model. WILLi1AM H. CHASE 


Publicize Your Press Kit 
You can get more 


editors know what's in it first. JOSEPH L. SICARI 


How to Build Audience Participation into an Exhibit 
An exhibit for a maker of ore unloaders permitted visitors 
to operate a scale model with a full set of real controls 


Editors on Wheels ... 
The editors of 
specially-equipped truck a useful mobile office 


ALLEN SOMMERS 


 Today’s Sign Trends ih pa iauacseabicaveticisal os J 
A report on recent developments in the broad field of signs 
and dealer identification Bette Macon 


A Trademark to Unify a Company ‘ 
How United States Industries used a trademark to pull 
together 14 diversified divisions, each with its own insigne 


Typographic Trade Customs bisicotis 
Every buyer of type should be familiar with the practices 
of the industry, as adopted by the Advertising Typograph- 


ers Ass nr. 


#® A Guide to Coated Paper 
This important category of printing paper is attracting at- 
tention through recent technical advances 


Betty AULENBACH 


From Letterpress to Offset ........ F 
A publisher tells why two important business magazines 
have switched process, and what they have learned. 

FRANK RICHTER 





OF CONTENTS 


What’s New in Electrotypes 
A panel of experts reports on recent developments in du- 


plicate printing plates, and what they mean to admen 


Mailing the Big Three Mail Order Catalogs 
The final report wim this series covers distribution of 
these mammoth catalogs, and how the names are selected 


to return adequate sales Rosert B. Konrkow 


How to Merchandise with Corrugated Boxes 
Recent improvements in stock and in printing have opened 


new opportunities for the once humble corrugated boa 


@ How Much Do Photos Cost? 


An expert commercial photographer takes some of the 


mystery out of photographic billings Hers McLAvuGHLin 


Getting a Photo of Flame 
How Mosler’s exciting shot t safe surrounded by fire 


was taken Tep SANCHAGRIN 


How Closed Circuit Television Sells Pencils 


Eagle Pencil Co. learned that CCTV can do a good job for 


a middle-sized company L. WILSON SALISBURY 


How to Break into a Market 
To get its share of the Indianapolis advertising on tel 
sion quickly, WLW-I used a direct mail campaign 


gimmicks and with ingenuity 


@ Articles for your Adman’'s Handbook 


DEPARTMENTS REGULAR FEATURES 


RESPONSE 


seale 
OUTSERT: 
folders 


Attached to consumer-goods 
packages. That's the record of 
a recent consumer mail-in pro 
motion by one of America’s 
largest advertisers. Many othe 
firms have written similar (even 
higher) returns with OUT- 
SERT Folders. 


Your OUTSERTS provide 
point-ol-sale advertising on the 
package, point-ol-use follow 
through in the customer's home 

. Ideal for product-use copy, 
re¢ ipes, cross-advertising fo1 
other produc ts, instructions, 
premium offers and consume 


contests. 


Woete foo descriptive booklet. 


samples and information op 


how OUTSERTS can sell fo 


- ~=\4 
ok 


OUTSERTS, INC. 


A Division of 
EUREKA SPECIALTY PRINTING CO 
SCRANTON 3, PA, 


7 M Reg OUTSERTS U & Pot Of 
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ORIGINAL 
HAAS 


in regular 


and bold 


C2 
omens! 
= 
“ 
(D 
- 
O. 
O 
- 


sizes 6 to 72 pt 


This redesigned version of an ancient 
Clarendon cut has been produced by 
the Haas Typefoundry in Switzerland 
Clarendon, unlike many other type 
faces has won immediate and wide 
acclaim in the typographic world 
both in Western Europe and in the 
United States and Canada 

Available from your leading importer 


of European types 


AMSTERDAM CONTINENTAL 
Types and Graphic Equipment, Inc. 


The 


First Award ... 


Sales Promotion 
Executives and AR 
Name Man of the Year 


For some time, AR has been con- 
templating the possibility of mak- 
ing an annual award for outstand- 
ing sales promotion programs. Just 
as we were firming up our plans, 
we learned that the Sales Promo- 
tion Executives Assn. had decided 
to initiate an awards program of its 
own 

It was only natural that AR and 
SPEA should get together on this 
effort. The results of this coopera- 
tion are obvious from this month's 
front cove) The selection of Ken 
Duncan of S. C. Johnson & Son as 
1958's 
of the Year” is the first in what will 
be an annual series of awards hon- 


“Sales Promotion Executive 


oring men and women responsible 
for outstanding sales promotion pro- 
Prams 

While the award symbolizing se- 
lection for man of the year honors 
will be presented annually by AR, 
the actual selection of the “winner” 
will continue under the control of 
SPEA. This does not mean, how- 
ever, that membership in SPEA is 
necessary to be considered for the 
award 

We hope that this will never be- 
come a competition with hard and 
fast rules. The entire objective ol 
the award is to single out someone 
who has been responsible lor an 
outstanding sales promotion job 
the kind 


of job that helps bring better appre- 


during the preceding yea 


ciation for and understanding of 


sales promotion 


> We certainly applaud SPEA’s se- 
lection of Ken 


year’s award. It would have been 


Duncan for this 


Display typefaces in this issue 


Condensed 33 Lydia 35 Karnak Intermediate; 


(ditors 


simple for an awards committee to 
take “the easy way out” in select- 
ing the first recipient for such an 
award by just naming the man who 
had contributed most to the associa- 
tion during the past few years. 

Instead the award goes to an in- 
dividual who has been in the sales 
promotion field less than five years 
and a sales promotion manager just 
since January 1958. In fact, Ken 
Duncan is only 28 years old. 

We find it particularly interesting 
that a man so young should be hon- 
ored with this award. Somehow, it 
seems quite typical of the entire 
sales promotion field. 


> One of the things which has con- 
tinued to stand out in our minds 
is the acceptance of ability and not 
age or years of experience as the 
key factor in evaluating sales pro- 
motion men. We find this more true 
in sales promotion than in any other 
facet of marketing. 

Of course, sales promotion itself 

as a separate element in the mar- 
keting mix—is relatively young. It 
is just during the past decade that 
sales promotion has really come of 
age 

This is not to imply that there 
“oldtimers” in the 

field. 
they are in a minority and must 


aren't a lot of 


sales promotion However, 
match their efforts to those of rela- 
Fortunately, the 


most experienced men seem to wel- 


tive newcomers. 


come the opportunity to share their 
know-how with the younger sales 
promotion men, with the result that 
the entire field is experiencing a 


rapid climb to full maturity 


>» Man-of-the-year Ken Duncan, for 
example, is quick to give credit to 


those with whom he has worked. 


Condensed; 28 


Mistral: 43 Venu 


268 Fourth Avenue, New York 10, N.Y Extended ; empo Black Extended; 63——Coronet Bold & Delphian 


SPring 7-4980 I ¢ f 50K . urd Modern; 80 Tempo Bold & Craw Clarendon; 91 
79—Karnak Black Condensed; 102—-Tempo B 


1 & Gothic Condensed; 114——Bodoni Bold Italic 
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| | One regular 3/4 ounce 
a R co a | size bottle of 


CRAFTINT “66” 


! Jet Black India 
Drawing Ink with 


the purchase of a 


I 
during 
CRAFTINT’S 
ART 
CELEBRATION 


N OW CRAFTINT-DEVOE 


“16” COLOR WHEEL SHOW CARD SET 


at yo U r fa vor! te | Preferred by professionals and advanced students, the “16” 


Color Wheel Set offers a complete range of gorgeous colors 


||) — 16 in all — to meet every art requirement. Ideal for teaching 
color theory and harmony. Creamy, opaque and smooth- 

A RT S U Pe Pr LY | flowing paints in a brilliant array of rainbow spectrum colors 
that include: Spectrum Yellow, Spectrum Yellow-Green, Spec- 

| trum Green, Spectrum Blue-Green, Spectrum Blue, Spectrum 

D F AL t in i Blue-Violet, Spectrum Violet, Spectrum Red-Violet, Spectrum 

t Red, Spectrum Red-Orange, Spectrum Orange, Spectrum 

| Yellow-Orange, Dark Brown, Gray, Flat Black and White. 


$3.40 


IIIA NONNAAHAHAAAIAONHNND OOOO000ONDNNDD )()() N00 


= Vinnnirnnninn Nivtrikttt titre beet nitekitinien 


Nnnge 
VAN 


FREE GIFT OFFER 


Present this FREE GIFT COUPON at your favorite art dealer 


000 


MR. DEALER: Th : d bl . > “gery : . 
7 your nearest CRAFTINT Distributor, a and receive a bottle of CRAFTINT “66” Jet Black India Drawing 
write direct to the address below. Void un- 


less initially presented to you by retail cus- Ink .... Absolutely Free with the purchase of a CRAFTINT- 
tomer or where prohibited, taxed or otherwise 


restricted or abused. y “19” . . —_ 
Connnts conten Sune Sh 10M. DEVOE “16” Tempera Color Set at its regular price. 


(AO() 
inna 


A 


| 
mm 


Nn 


sy 
= 
= 


THE CRAFTINT MANUFACTURING CO. «- 1615 Collamer Avenue, Cleveland 10, Ohio 
UCMAATUNANICOATAANATAATCATCNAITUNEVATECA E YUEN 


JUGUQUQOVUUUQOUUUU HOA III UOOOIVOGGUOVVVOVIVOOQOOQ00009 VHOOOE \ \(\\p 
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PRIDE 
IS THE DIFFERENCE 


Atlantic 
Pastel 


Cover and Offset 


Adds an extra color to a wide 
variety of printed pieces with- 


out additional printing cost. 


Six attractive, mat hing col- 


ors. Distinetive Suede Finish. 


Atlantic Pastel lends dignity 


to hine boosts eye 


printing, 
appeal, sets a delightful mood 


for creative ctects. 


Available through your Fran- 
chised EASTERN Merchant, 
or write direct for a generous 


sample. 


EASTERN 
@ — 


\Ationtic 


EXCELLENCE 


N FINE PAPERS 


KASTERN 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION 


BANGOR, MAINE 
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The fact that he has been given so 
much responsibility at such = an 
early age and with only a few years 


of actual evidence 


experience IS 
that the company is benefiting from 
this attitude within the sales pro- 
motion field 

The sales promotion organization 
at Johnson is an interesting one 


Ac tually, 


is really a service organization un- 


Ken Duncan's department 


der advertising and merchandising 
director Doug Smith. It serves five 
different product managers, who are 
responsible for all advertising and 
merchandising for their 
Each of 


groups ot 
product 
managers has the power of veto 


products these 
over the programs developed by the 
sales promotion department 

The relationship, however, is a 
Thus far, Ken Duncan 
has not been faced with a veto on 


happy one 


the programs he has developed. 


Insurance Policy . . Clever ap- 
proach to an open house invitation 
was Union Title Co.'s 
“Policy of Hospitality Insurance” 
inviting guests to the opening of the 


Insurance 


company’s new office building in 
San Diego. Printed as a miniature 
(3x612"") insurance policy, the six- 
page folder was a real attention- 
gettel 

Copy was typical of an insuranee 
“Union Title Insurance Co 
(herein called Your Host) for valu- 
(Your Friend- 
ship and Patronage) extends this 


polic V 
able consideration 


Invitation 

“Your Host does hereby insure 
the holder of this policy, togethe: 
with his spouse, staff, colleagues, 
and business associates, a gracious 
reception and a leisurely and en- 
lightening tour of its new office 
building. 

“Your Host does hereby guaran- 
the use of 
its title plant, trust department, es- 
crow booths, and all of the othe: 


tee unto said insured 


facilities as often as said insured 
shall so desire and Your Host does 
further agree to furnish prompt and 


efficient service to said insured with 


(None) 


the foklowing exceptions: 


Informed Stockholders . . Public 
relations director Joe Scholnick of 
Brown-Forman Distillers Corp. 
down in Louisville sends us a sam- 
ple of the interesting approach he is 
using to keep stockholders informed 
about the company’s products. 

Until recently, Brown-Forman 
had producted and marketed only 
Old Forester and Early Times bour- 
bon. Then, the company acquired 
two new companies and, as a result, 
began marketing a line of 32 


liqueurs, two brands of Scotch 


whisky, quite a number of imported 
wines and other products 

To capitalize on the obvious po- 
tential market for the company 
full line of products among stock- 
holders, who hae a selfish-interest 
loyalty not only for their own use, 
but for their 
friends and 


recommendation to 
associates, the com- 
panys p.r. department 


came ip 
with a two-prong program 
Mechanically, the plan is quite 
simple and quite inexpensive. A 
tw o-po¢ ket folder was 
printed. The cover reads: “Quality 
products in 


simple 


which you have an 
ownership interest.” Brochures nor- 
mally used by the sales department 
to promote the various brands are 
then inserted into the pockets 

This package is being sent, along 
with a letter signed by the com- 
pany’s president to present stock- 
holders. Next step is to mail simila 
packages, together with an individ- 
ualized letter of welcome, to each 
new stockholder 


Interesting Technique .. The 
Bingham Co., 


ter, has come 


Philadelphia typeset- 
up with a technique 
for its new type specimen book 
which we would like to recommend 
to others. 

Each font of type is shown in two 
ways printed by letterpress on an 
enamel stock and printed by offset 
on an uncoated stock. Most type 
books we've seen are printed only 
by letterpress, with the net result 
that many type buyers are surprised 
when they find the face they 
thought they were getting turns up 
looking much different in their off- 
set-printed jobs 

Included in the Bingham speci- 
men book is a_ section showing 
screen values and actual halftones 
printed by both methods on the two 


stocks. 


Calling-Reply Card . . When V. 
Fred Rayser decided to open his 
own advertising agency out in Los 


Angeles, he came up with a couple 
of gimmicks which are new to us: 


e His business card looks ordinary 
on the face, but it opens up to pro- 
vide a business reply card. Folded, 
the card is a standard 214 x 310”, 
opening to 3! x 410”. The inside 
spread forms the address side of the 
reply card, while the back has space 
for fill-ins to request Mr. Rayser’s 
services, 


© His letterhead is also unique. He 
sells display advertising space on 
the back! Don't know what circula- 
tion he guarantees, but we'll wager 
that he can guarantee high reader- 
ship from the surprised recipients of 
his letters. 44 





PRIDE IS A SUNFISH. Pride. Born in an instant of sun and water. 
Revealed in a boy’s first catch. Reflected in a father’s dream come true. 
Pride is a part of a man’s heritage. Good printers know its truth. Proud 


craftsmen find it in Atlantic fine papers. 


a” 
Cover - Bond - Opaque - Offset - Ledger - Mimeo - Duplicator - Transiucent At lant ic 
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rFSOLVED IT 


oi.veda a 
Ss now. in not 


arawings 


ADVERTISING 
No material will be 


tna acco 


Lease Facts Lightened 
By Promotion Piece 


“A lease is a lease is a lease 


but we at Hunneman and Co 
found a way to present the finished 


have 
copy with legalities and restric- 
tions in a torm that is pleasing 
through a folder that 


service 


presentation 
combines humor and 
friendly approach 

light 


type of cartoon, our 


Featuring a “Gluyas Wil- 
double 


folder holding the lease also con- 


liams” 


tains maintenance and service de- 
tails detachable 
list with space for 


plus a telephone 


necessary tele- 
phone numbers 

Advertising is kept to a minimum, 
consisting Hunneman 


signature and a listing of the serv- 


only of the 


ices our company supplies. 
Experience shows that this simple 
promotion piece is welcome and is 
usually tacked above the telephone 
in a newly-leased house or apart- 
ment 
We feel the final result shows that 
when tenants begin to think of buy- 
ing, they inclined to turn to 
Henneman and Company first 
Freperic W. Lorp II 
Advertising Manager, 
ana Co, 


seem 


Hunneman 


> 
Boston 


Goodwill Travel Mailings 
Eased by Label System 


Recently on an extended trip 


ibroad I wished to mail postcards 
from a number of cities to business 


The 


prospect of hand-addressing at least 


contacts as a goodwill gesture 


three dozen cards, however, was de- 


pressing 


I beat the game and still man- 


aged the goodwill gesture by a sim- 
ple, advanced system made easie1 
with labels. Before leaving I bought 
several sets of multiple address la- 
bel sheets from a 


stationery store 


the same kind that are available 


in a six-copy version with carbon 


1 1] 
work-a-day problem 


more 


mn ply and effective- 


than 200 words, with pictures or 


there possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here 


REQUIREMENTS, 200 E 


Send materials to Editor. 
Illinois St., Chicago 11 


returned unless specifically requested, 


npan ed by return postage 


interleaved. Each sheet contains 33 
gummed, perforated labels easy to 
separate and with enough space fon 
the average four-line business ad- 
dress. 

A single typing operation in ad- 
vance provided me with six sets of 
labels for each name on the list. The 
advance work cut more than half 
the time off the postcard chore and 
still permitted personalization of the 
cards from each overseas location. 

DANIEL J 
Public 
Atomic Industrial 
New York 


SCHERER 
Manager Information, 


Forum, 


Color Printing Problem 
Solved by Color Stock 


The problem of showing the full 
color range available in a line of 
towels on a short run of car cards 
when the printing budget ruled out 
the use of full-color was handed to 
me as printing buyer. 

Our normal method had been to 
handle this problem with a single 
halftone, made from a_ black-and- 
white photograph, but run in one 
color, with the other 
linoleum blocks 
This had been 


merchandise such as furniture and 


colors run 


from 


satisfactory for 


fur coats, but presented a problem 
when items from the domestics de- 
partment were featured. The 


year, for instance, a 


pre- 
gold 


blanket had been featured on a ca 


Vious 


card, resulting in a run on that nor- 
nally unpopular color, and mark- 
pink, green 
blankets, which were more numer- 


downs on blue, and 


ous in the manufacturer's assort- 
ment. 

I finally used one towel, photo- 
graphed in black-and-white, but 
had the press stopped and washed 
up six times. The cards were then 
divided in the 
the assortments; 
20°%, of them showing pink towels: 


10 lavender; etc 


Same proportion as 
manufacturer's 


In this way the prospective 


cus- 


| 
a 
te 
Co 


G> 


4 
42 
hl Cis 
a, 
a 
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That means jobs done with Contak are better 


looking jobs. They last longer and reproduce 
better, too 

Contak on “Mylar” is the fast, economical 
way to shade tracings, achieve special effects, 
dress up layouts, and create many other visual 
effects. Contak on ‘Mylar’ will not dry out, 
shrink or embrittle with heat used in reproduc- 
tion. Will not tear or crack when rolled up 
Contak offers a wide assortment of Ben Day 
screens, patterns, 26 permanent brilliant colors, 
all backed up with a water-clear, pressure 
sensitive adhesive that is guaranteed not to melt 
or run, and protected by a tough backing sheet 

For available screens, patterns and colors, use 
the coupon below today 


*DuPont polyester film 


Fa rea ene ae rae ee ee 


1 Chart-Pak, Inc. 
| 55 River Road, Leeds, Mass. 


Please send me complete information on Contak 
Shading Film and Color Tints 


Address 


Name 


My art supplier is 


ee ee see ee ee ee 


r 
I 
l 
I 
I 
l 
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I 
! 


cnanrt ai ; 
Division of ov 
CHART-PAK, 


ORIGINATOR OF THE TAPE METHOD OF DRAFTING 


TRANSOGRAPH 


INC. 


Leeds, Massachusetts 





tomer would see a green towel on 
one car, then when she transferred 
= to another, a yellow, etc., on the 
Next Month ire ; otherwise identical poster. 

This same idea could be applied 
to folders inserted in charge ac- 
counts, or even to throw-away fliers 
printed in black only on assorted 
color stock. In this case a highlight 
halftone could be used, with the 
background dark and the color of 
the paper showing through to 
proximate the color of the 
chandise 


AR COVERS 
THE 


CONVENTIONS 


SYLVIA JACOBS 
San Pedro, ¢ 


Travel Postcard Campaign 
Heralds New Location 


As publicity chairman for a local 
trade show, I had a problem in em- 


AMERICAN MANAGEME - 


A 
8 \. NATIONAL 


PACKAGING 
EXPOSITION 


phasizing a new location fo! n 


)CIATION’S oor 
event that had met at another spot 
for some 20 years 

After discarding several othe 
ideas, I finally settled on color post 
cards of the hotel pre vided by the 
manager. 


L 
sec ccce eee eeeeeeeeeeeesseeeseesneecscoccesacosessaeess 


On each of these I had a message 
planographed in handwriting We 
will see you here next Februa 
21st to 25th, the new location 
etc.” 

The cards wert hand-addressed 

inks and writing to match the 


gi 2nd ANNUAL 
CONFERENCE 


_ = of the 


message, giving the effect of a post 
card from a friend on a tow 

I feel the recall results were 
better with this method than 


straight announcement 
Cart MASSON 
Advertising Production Dept 
Jordan Marsh Co., Boston 


Saces FP romotion Executives Association 


Here’s a Solution 
For Future Problems 


VISUAL (ON59 
COMMUNICATIONS |!-) \)- 
CONFERENCE 1) 

» 


As production manager I have 
recognized the importance and val- 
ie of ADVERTISING REQUIRMENTS 
since it was first published. Its spe- 
cial Readers’ Service section in the 
back of the book has been a wealth 
of information and a constant 
source of new suppliers 

In building a reference file from 
this service I have been in the posi- 
tion of having the information | 
needed when a problem cropped up 

There is no question in my mind 
that AR’s Readers’ Service has 
helped me solve scores of problems 
over the past few years. Best of all, 
it takes a mere five-minutes effort 
each month to fill out the card. This 
time has saved days of hunting for 
sources later. 


NATIONAL 
PREMIUM 
BUYERS 
EXPOSITION 


Max J. KerstEIn 
Production Manager, Edwin C 
Dunas Co., Los Angeles 
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ob Gung MOLLYWOOD 


RSELF® 
nmventions MONEY-SAVING... “pO-IT-YOU 


All meetings listed here are annual PES 
conventions, unless otherwise described. 
MAY 


T 
ssn. "Contention and Trade Shon BRINGS YOUR NAME AND tol Lule 


Statler, New York mre oh 7c ada 
4-8 Society of Motion Picture & TI Sales Are Made 
Enginee Fontainebleau, Miami Be ach.Fla ate tah Ve fe 

6-8 ~. American Public Relations scp 
Diplomat. Hollywood Beac . 

7-9 Interr 

Clevchesd sy me.) Eiye | ...most adaptable 
garg earch & Engineering Cou BY 3s | ai FD & advertising medium. 
: a Ts bok p> 4 . 7 » . . . For conventions, 
turers Assn., Sheraton, Philadelphia — - — exhibits, sales meet- 
ee a ee ee BN pees ee ings, store and window 


23-26 displays, schools and 
{olise 


pager a is it hfe demonstrations. 
Harvard Unive Jostor —— 


. America’s newest 


. Your choice of 
JUNE 


— ' i GO decorator colors, any 
4-5 oS as ; j vhibie : 
agers Ir halfonte-Haddot tlar EX. length, dry cleanable, 
tic City, 
- 10 acids i An 4 a= re-usable, flameproof. 


ica 


ae er enn x ... Free Sketches, 
9-13 vth Int lvertisir 


Fest sample swatches, esti- 
a . Roch ae = ' - _ mates, idea booklet. 
17-27 I | P 

fior Olvmy i. 

21-25 Vationa 

tries. Conrad Hilton, 

23-26 Store 

Coliseum. New Y« 


24-26 {me 
Har\ ird L nive 


siete Ss ou nd. D ference HOLLYWOOD BANNERS Logo Drape Dept. 


JULY BCU em my aCe ul iey 
26-31 ei Gee: (OE y LT New York 16, N. Y. ° TELEPHONE: OR 9-4790 


ica, Statle 
AUGUST 


21-24 
Assn. I 


serremann , SELECTORS 


a ae Tn ae, 2 to speed up nee 

5-9 Intl {ssn. oO rintin ¢ 

Craftsmen, Statler-Hilt users choose your product correctly 

6-10 Dene Tatietoy: | mevEre ee zes, weights, models and other 

a w ee es New al eatures are quickly and dramatically 
; 5 ’ presented for accurate comparison. 

6-12 Edu i Graph ts A : For example, selector illustrated 

position, 4 eek 'N. Y. ves 13 basic facts about each 

7-10... Intl. Assn. of Electrotyp 

Stereotype Inc., Biltmore, New York 


; ‘ FREE SAMPLES: A note on your 
9-12 . . . Intl. Typographic Composition bj 
Assn. Inc Park-Sheraton. New York CALCULATOR company letterhead w bring you 
sample Graphic Selector nd 
13-15 ... Produce Packaging Exhibition, COMPANY i a eat ei Pn 
Sheraton, Philadelphia 633 Plymouth Court, Chicago 5, IIl., Dept. B-23 
13-16 . . . Direct Mail Advertising Assr 


Queen Elizabeth, Montreal, Canada 


hing Selectors help buy 


ad 
of 19 product models 





Solve your 


Selling 
Problems 


professionally created 


© CATALOG COVERS 
© PRESENTATION BINDERS 
@® PARTS & INSTRUCTION 
MANUAL COVERS 
@ VINYL HEAT SEALED COVERS 
e INDEXING 


SALES HELPS 
designed for you! 


Our specially trained art-staff will 
create or redesign your present 
cover. An expert salesman also 
specially trained in the catalog 
field is at your immediate call 
to assist you in solving your prob- 
lems. Ideas and samples submitted 
without cost to you. 


PRODUCTS CO. 


SINCE 1928 


3211 W. Grand Ave., Chicago 51, Ill. 
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READERS 


Parch, not Pack 


e I was interested in your article 
entitled “What are Whiter-Than- 
White Papers” (AR, March). 

In looking through the list of 
mill names I notice you have one 
name which is undoubtedly ours 
but instead of being listed as Er- 
mine Sno-Parch, you _ actually 
listed it as Ermine Sno-Pack 

Nonetheless, the article is very 
interesting and should create a lot 
of interest in this important devel- 
opment 

Russet, J. SMITH 

Advertising Department, Chemi- 

cal Fine Paper & Board Div., 

Standard Packaging Corp., Holy- 

oke, Mass. 


(Sorry for the 
Ed.) 


typographical erro 


You Said How Much? 
¢ I was comfortably seated in an 
easy chair with a “cancer-proof” 
cigaret in my left hand and a can of 
beer at my right, reading your arti- 
cle “The ABC of Cold Type” (AR, 
February), when a paragraph at the 
bottom of page 36 suddenly grew 
from 10/11 to 48 pt extra bold. 

In this paragraph you cited fig- 
ures that compared composition 
costs for producing a 106-page man- 
ual, $530 from metal type, $195 
when double-typed on a typewriter, 
but only $63 when produced on the 
Justowriter! 

Our company owns and operates 
Justowriters, and we process thou- 
sands of repro pages a year from 
these machines. We _ also 
thousands of 


spend 
dollars with local 
typographers for jobs that “business 
machine” production can’t handle. 

Generally, our over-all experi- 
ence indicates that we can beat hot 
type costs by anywhere from one- 
third to one-half, but never in our 
experience have we found that cold 
type can be produced for just above 
10°, of the costs of hot type. 

If you obtained your figures from 
the Justowriter organization, we 
would appreciate having their sales- 
man call on us again to instruct us 
in the proper use of our equipment, 
or to pick up all of our Justowrite: 
equipment and replace it with the 


miracle machines about which yout 
article speaks. 
RoBert W. CYESTER 
President, Dayton Tech Art Co 
Dayton, Ohio 


(Such authority cannot be argued 
with, so we sent a copy of the letter 
to Justowriter, and Mr. Cyester got 
an answer, abridged below. Now 
we're waiting breathlessly for the 


. . Ed.) 


next installment 


Astonishing? Yes! 


e@ We are in 100° 
Mr. Cyester’s astonishing  state- 
ments. The ability of the Justo- 
writer is, of course, astonishing, as 


agreement with 


are the savings, speed and accuracy 
I am extending to you, and any one 
in your organization, an invitation 
to visit our company in Rochester, 
N. Y., to sit down and discuss this 
program. 
Dona.tp D. OsBorNE 
Manager, Promotion Planning & 
Printing Department Friden Inc., 
Rochester, N. Y 


(End of round one. Your turn, Mr 
Cyester . ee 


Magazine’s Milestone 


e I have just seen the March issue 
of ADVERTISING REQUIREMENTS. This 
indeed looks like a milestone in the 
publishing life of the magazine. 

In both editorial and advertising 
content, this issue is like nothing 
that you have accomplished before 
Furthermore, the many intriguing 
inserts and special binding tricks 
are most Impressive. 

A. L. PLANT 

Advertising Manager, Block Drug 
Co., Jersey City, N. J. 


Ideas and Methods 


e Thank you for mentioning us in 
your editorial 
amazed at the response 

May I add that I find your publi- 
cation to be a great help to myself 
and my associates. Every issue has 
been a distinct contribution in ideas 
and methods 


columns I was 


CrEcILIA STAPLES 
Cecilia Staples Inc., New York 





Liked Editorial 


@ We would like permission to re- 
print the editorial “Turn the Spot- 
light on your Dealer” (AR, Febru- 
ary ) 
It is our intention to send copic 
his editorials to oul salesmen 
ill be solely internal 

SHEPARD HENKIN 
Director of Advertising & Sales 
Promotion Universal Match 


Corp.. St. Louis 


Ssio? granted, but just me 


- copyright notice Ed.) 


Cartoon Lover 


@ We request permission to use the 
cartoon on page 14 of your Decem- 
ber issue in a direct mail letter to 
our dealers This would be very 
much appreciated 
R. L. WILson 
Sav-Way Wholesale Supply, 
Mayfield, Ky 


(Permission granted Ed.) 


Es thes thi casi whiri thi i's and e's 
ari swetchid? 


Veteran Reader 


e As you can check from your cir- 
culation records, I am a subscribe: 
to AR and have been from Vol. 1, 
No. 1, and I get the copy at home 

I have just finished writing let- 
ters to a couple of advertisers in 
the issue on items that are of 
cial interest to us. I've been doing 
that right along 

I am also prompted to sit down 
and congratulate you on the very 
fine job you are doing editorially 
I have got many ideas for our busi- 
ness from the editorial columns, and 
besides that, I have purchased items 
which advertisers have featured. 

I think that editorially AR is fill- 


FOR IMPACT! 


f 


VE> 


medium from 6 to 84 point 
bold from 8 to 84 point 
extrabold from 8 to 84 point 


medium italic from 8 to 36 point 
bold italic from 8 to 66 point 


BAUER ALPHABETS, INC. 


regular 


We are using the Color Splitter’sas a substitute for the 


Camera ON MaNV COLOF Process reproduc Mons from franspare HIcles. 


THE RESULTS ARE TERRIFI( 


lOTOeCHRTAVEeTS 


HUTCHINGS & MELVILLE, INC. Phot 


SPECIALISTS ID IWDERLESS ETCH OF per ORIGIS 


aN 
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This is a partial list of currently available reprints of AR articles. A complete 
list ran in the December, 1958, issue. Unless another price is given, each sells 
for 25c. In lots of 10 of any single reprint, the price is 20c each; lots of 50 
or more, 15¢ each; lots of 100 or more, 12'/2¢ each. Order by number from 
Reprint Editor, Advertising Requirements, 200 E. Illinois St., Chicago 11. Please 
enclose payment if your order is under $2. 


New This Month 


268 Bornyard at the Waldorf — by Russel K. Crenshaw 


269 How Women Feel About Food Packaging — by Bette Macon 


Point-of-Purchase 
310 What Makes Good P.O.P. Advertising 


263 Why an Agency Opened its Own Supermarket — by Kenneth R. MacDonald 
259 Are You Wasting Your Point-of-Purchase — by A. R. Menzies 

253 How to Merchandise ROP Color — by Mark Cox aie 

252 Whot's in the Future for Point-of-Purchase? — by Les Gallagher 

245 Hawaiian Punch Sells the Grocer — by Phil Seitz 


242 Twelve Ways to Save Money on P.O.P. — by Jack A. Wichert 


Printing & Typography 


311 How to Save on Your Printing Bills 


305 A Portfolio of Typefaces for Admen 


257 How Billboard Produced an Unusual Insert — by R. B. Schueler 


249 The Advantages of Letterpress & Offset 

243 Designing for R.O.P. Color ao by John W. Amon 

235 Let's Get Together on Offset — by Bernard C. Schramm Jr. 

229 New Uses for Printing Today — by Joe R. Schoeninger 

211 A System for Controlling Printing Costs _ by Frederick Kammann (50c) 
196 Crossroads for ative Plants 


105 Let's Swap ideas 


Publicity & Promotion 


260 Special Report from Sales Promotion Convention (50c) 
247 How Basketball Built a Company ieee — by Ww. F. Walker 
232 The Story of the Influential — by Peter E. Schruth 
226 School For Home Buyers — by Stanley E. Cohen 

221 Make the Most of Your Star a by Don Young : 


199 Merchandising Publicity — by Morris B. Rotman 


‘ FF ex 


185 How to Handle Relations With Radio, Television & Newsreels ae =. William G. Cox 


180 Getting the Most from Publicity Photos — by leo Solomon 


Signs 


244 Designing for Posters — by Garrett P. Orr 
237 Signmonship for Edsel Dealers 


234 Keeping Signs Uniform 


Fs 1 


233 How to Plan a Decol Valance Program — by Benn Oliman 
216 How to Use Highway Signs 


152 A New Look for Signs 


Trading Stamps 


220 An Expert Answers Your Questions About Trading Stamps 


w witt yin W 
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ing a niche all its own, and I am 
especially glad to see the publica- 
tion making the progress that it is. 
Keep up your good work. I just 
wanted you to know that the pub- 
lication has been of great help to 
us on a number of occasions. 
Emit G. STANLEY 
Publisher, Stanley Publishing Co., 
Chicago 


(Behind the blush, there we are, 
grateful for your fine comments, and 


hoping we can continue to be help- 


ful. ... Bd.) 


| 


WANTED 


The following letters have been se- 
lected from AR’s mail. In most 


cases, we have been able to supply 


e 


the desired information from our 
growing files. However, so many 
new companies are entering the 
field—almost every day, it seems 
that we must depend upon our 
readers to help us keep up to date. 
AR will add any such information 
to its files and will promptly for- 
ward it in response to these re- 
quests... Ed. 


Hidden ‘‘Mikes”’ 


e Please provide us with a source 
for a tape recording device with a 
hidden microphone which would 
be activated by the weight of a 
person on a floor pad or contact 
with an electric beam. 
NATALIE MEROWIT 
Prod. Mgr., Lloyd Mansfield Co 
Buffalo, N-Y. 


, 


Trademark Replicas 


Please let us know where we may 
obtain plastic or rubber custom- 
made miniature replicas of our cli- 
ent’s trademark characters in three 
dimensions. 


Eart LIttMaNn 
Pres., Abbott & Earl Inc., Houston 


Type-High Blocks 


© A query about sources for art 
materials. Where can I get type- 
high woodblocks — both cross-grain 
and long-grain — to make wood 
engravings and wood cuts? Also 





tools and supplies to do the en- 
graving? 
Ray ROBERTSON 
Ad. Mgr., Miles Kimball Co., 
Oshkosh, Wis. 


Low-Cost Films 


We are contemplating production 
of “low-cost” films with a combina- 
tion of live action and animation 

We would appreciate information 
as to sources of required materials 
and production facilities available. 

E. W. BouTEe.ie 

Supervisor-Art, Engineering 

Data, Defense Electronics Div., 

General Electric Co., 

City, N. Y 


Johnson 


Imprinting Machine 


We have a client who is interested 
in obtaining a source of supply for a 
machine which can be used for im- 
printing Christmas cards, premiums, 
etc., and which will avoid having to 
set type by hand. 

Locan H. MILLER 

Prod. Mgr., Hathaway & Associ- 

ates, Evansville, Ind. 

(The names of four possible suppli- 
ers have been forwarded to Mr. 


Miller Ed.) 
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ERGSTROM 


T MQ 0 ag OFFSET 


Compare any offset paper with 
THOR! It’s outstanding for 
blue-white brilliance, opacity, 
flatness and printability 

priced to please your cost- 


conscious Customers! 


For samples and name of 


nearest distributor, write 


BerRrGcstTROomM 


PAPER COMPANY 
Neenah, Wisconsin 
Founded 1904 


; The 
INTERNATIONAL: 


290 — Wartier 
SOx Process 


... Lhe Improved Gravure Engraving Method... 


PROVIDES NEW ADVANTAGES 
IN THE ART OF GRAVURE ENGRAVING 
that add up to 
BETTER 


COLOR REPRODUCTION 


Ask us to give you complete details! 


nal Clown Week spo 
e Clown Club of America, 18 


renton Y, N | 
Aug. 1-31 


National Sandwich Month . . . spon 
ored by the Wheat Flour Institute, 309 
W. Jackson Blvd., Chicago 6 


Phonola Fun Festival .. 
Irving J. Rosenbloom and _ Associates 


Inc., 400 N. Michigan Ay., Chieago 11 
Aug. 2 


Friendship Day . .. sponsored by Hall 
mark Cards Inc., Kansas City 41, Mo 


Aug. 17-22 


Vational Denim Week... 
The Denium Council, 37 
New York 16 


Aug. 21 


. Sponsore d by 


oO 
£ oli 2 national 


a 


Gravur Sne. 


480 Lexington Ave 
SUPERTONE, INC. ~«w vor 17. Ny 
: . ; eae Cee tes 
National Canned Salmon Week... 
sponsored by Assn. of Pacific Fisheries, 


302 Colman Bldg., Seattle 4, Wash. 


ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 
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Writing and P oductwo 
s. by Charl ww. © 
How 


rerenc¢ 
this subject this 
st unde) 
it pack 
many a 
times its Ze 
VI Curran, a New 
producer, calls this a non-technical 


handbook for tv, film and tape, a 


though the emphasis is on motio1 
picture 


ith the 


production, as is natural 
author’s background 

The book starts by explaining the 
roles of the producer and writ 
ind takes you through all the steps 
ol writing, casting, directing, staging 
ind lighting, processing and editing 
The final section of the books covers 
screen production costs, getting 
ight down to details, such as mini- 

im scales set by all the craft 
unions involved in a production. Fo 
example, the Screen Extras Guild 
sets a minimum of $55.94 per day 
to ride an elephant, but only $39.81 
for leading it 


@ Printed Books by T. M Mac- 
Roberts Her Majesty's Stationery 
Office, London; distributed by Brit- 
sh Information Services, 45 Rocke- 
feller Plaza, New York, 54 pages 
$1.97 This book, a product ot 
the famed Victoria and Albert Mu- 
eum, is subtitled “A Short Intro- 
duction to Fine Typography,” and 
the reader is given the introduction 
through large reproductions of typi- 
cal book pages dating from 1507 to 
1929, all from the Museum’s collec- 
tion. A brief history of typography 
opens the book 


@ Effective Marketing Action. edited 
by David W. Ewing Harper & 
Brothers, New York. 338 pages, S6 

This book, a special project ol 
the New York chapte of the Amer- 
ican Marketing Assn 
gether the views of 


brings to- 
39 leading ex- 
cutives and teachers of 
administration. All the contribu 


tions are pointed towards the grow- 


busines 


ing concept of unified marketing. 
and the contribution this can make 
to increased company effectiveness 


While advertising is not market- 


18 + Gey: May 1959 


a comment of Clarence El- 
president, George Fry 
& Associates, is pertinent here. “Top 
! agement,’ M) 


should prefer the advertising man- 


noe 
ariage, vice 
n 
an 


Eldridge states, 


and it 
marketing 


: ' 
to be an advertising man 


2er to be a marketing man 
should expect the top 
it should expect the two t 


ne and_ indivisible—especiali 


I 


companies selling consume 


oods 


e Practical Handbook on Displa 
Publication Layo 
by Kenneth B. Butler & George C 
Butler T jpo-Design 
Mendota, Ill 
7.50. cloth: S5 


Typefaces tor 


pape 
is one of the most complete 
guides to typetaces and one of the 
best organized, that has come across 
this editorial desk in many years 
The bulk of the book consists of 
gs, in alphabetical 
Most entries include a one- 


order, ol 
types 
line specimen, the point size in 
which it is available, and the found- 
ries which Cross-ref- 
typefaces 
than 
authors also add 


produce it 
erences are given for 


which are known by more 
one name. The 
comments on the role and value of 


some of the faces included 


MODERNIQUE 


Mode que nir 


Typical Entry 
the bulk 


Introductory chapters give some 
sound advice on the selection of 
typefaces, illustrate a collection of 
‘“mood” faces, and explain the role 
of cold composition 

This is highly recommended for 
anybody who has anything to do 
with the approval, purchase or use 
of type. It should very quickly be- 
come a standard reference work in 
this field 


@ Aldus Manutius and his Thesau- 
‘us Cornucopiae, Syracuse Univer- 
sity Press. Syracuse. New York, 
$2.50 This delight to the type- 
lover is another fine contribution 
from the Brewster House 
Syra- 


reproduces and translates 


arising 
typographical collection at 
cuse. It 
selected pages from a 1496 produc- 
tion of the Aldine Press 


The Thesaurus is probably one of 


the earliest examples of a publish- 
ers advertising copy. In its pro- 
log, Aldus Manutius announced hi 
intention to print the complete 
works of Aristotle, and to make the 
Greek classics available to scholar: 

The volume is an attractive ex- 


imple of the book-maker’s art 


® American Advertising. 1800-1900. 
j Myron Johnson: 
George O'Donnel. 


This is a collection of ads pub- 


published OY 
Becaon, N.Y., $2 
lished in American newspapers and 
periodicals over a period of about 
one century. Glancing through this 
slim booklet might make 
copywriters and_ designers 


some 
wish 
they had been working a hundred 
or more years ago. From here, it 
seems that the competition might 
not have been quite as intense as 
today. 


e Integrated Packaging and Mate- 
rial Handling, AMA Management 
Report No. 21; published by the 
Packaging Div., American Manage- 
ment Assn., 1515 Broadway, New 
York, 87 pages, $2.25 ($1.25 to AMA 
members) . This report, based on 
material presented at AMA’s 27th 
National Packaging Conference, is 
made up of three company studies, 
each presented by executives of the 
companies described. The first paper 
describes packaging as an integrated 
operation at Gerber Baby Foods 
plants; the second, the integrated 
material handling at Ford Div. of 
the Ford Motor Co.; the third, “sys- 
temation” at the Lewis-Howe plant, 
maker of Tums. 

All three papers are practical, with 
a minimum of theoretical specula- 
tion. The emphasis is, however, on 
the production aspects of packaging 
rather than the promotional aspects 


® Outdoor Advertising Along High- 
ways: A Legal Analysis, Special Re- 
port 41, Highway Research Board 
2101 Constitution Av.., 
101 pages, $4... Of all advertising 
media, outdoor has probably had the 
most legal attention. This has been 
especially true in recent years in 
connection with the development of 
the National System of 


Washington, 


Interstate 
and Defense Highways, as the new 
roads being built with Federal funds 
are termed in the law. 

This booklet first explains the 
law as it applies to the growing In- 
terstate System. It then compares 
these national standards to the state 
statutes. It also discusses some of 
the legal background in this situa- 
tion. An appendix summarizes all 
state statutes and decisions that are 
pertinent 
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WHITENESS TESTS BY AN INDEPENDENT LABORATORY 
PROVE RISING’S NEW WHITE BOND BRIGHTEST...WHITEST 


The evidence you can see with your own eyes... the unsurpassed brightness of 


Rising’s new White Bond is backed up by actual tests made in one of the 
United States’ best known Independent Testing Laboratories. According to 
tandard itlined in T.A.P.P.1. T-452M-48, “Brightness of Paper,’ samples of 
Rising’s new White Bond are outstandingly brighter than those of other brands 
»f nationally-advertised bright white bond papers of similar quality 


PERFECT UNIFORMITY...SHEET AFTER SHEET 


Combined with extra bright whiteness, Rising’s new White Bond assures you 
exceptional uniformity of the formation and cockle in every sheet... another 
reflection of the outstanding quality of “Fine Paper at Its Best!” These two 
mportant factors make it doubly important for you to specify Rising’s new White 
Bond for the brightest the whitest n bright white bonds 


BRIGHT WHITE OR DELICATE PASTEL COLORS 


Whether you prefer crisp, clean New White Bond or Rising Bond in smart, pastel 
lors, you get the same dependable assurance of uniformity ... distinctive cockle, 


ligher gloss, improved erasability heet after sheet, order after order. Rising 
Bond and Opaque Bond are available in the f 


f 
lowing weights and colors 


Substance 13 Substance 16 Substance 20 Substance 24 


New White New White New White New White 
Jew White Opaque New White Opaque New White Opaque 
Antique Ivory Antique Ivory 
Aqua Blue 
ve Gray 
nial Green 


Petal Pink 


A 


MATCHING ENVELOPES IN ABOVE WEIGHTS BY OLD COLONY ENVELOPE COMPANY 


that’s 
TSDC | 

for 

bright, 


n aA bright, 


Winsted 


Glo-Brite Risi mngs 


The 


* Rising 
| . Opaque Bond 


*Cotton Fiber 
than RISING PAPER COMPANY 


’ HOUSATONIC, MASSACHUSETTS 
Ge 


PRINTED ON RISING’S NEW WHITE BOND, SUBSTANCE 20 





Packaging Institute 
Sponsored by Packaging Ins 
342 Madisor Lie Vew York 17 

both 
two separate 

Award is for 

best commercially integrated 

materials equipment and 
nethods in the pac kaging of their prod 
wt. The P Award honors the 
individual made outstanding 
contributions to the field of packaging 
Competition Is 


Nominations 


Covers 
nominations of companies and in 
lividuals with awards. The 


(Corporate that 


company 
which has 


ackKaying 


rotessional 


who has 


technology. open to any 


individual in the United 


orporation 


States 


Closes May 15, 1959 


Corporate Annual Survey 
Sponsored OV I nancta a, 
tery Place. New York ie only 
tinuing study of current practices 
reporting 
Awards incl 
of-Ind 
forward two copies of annual 
o Howard | 


Sherman 
Closes May 25, 


corporations in 
stockholders 
ertificates Osca 


ustry > trophi 


1959 


Sherwood Television Awards 
Sponsored by nd Re] 
60 I I 
Hut 


to the 
related to 

istice -hown on comme 
the U.S. and its territor 
considered to have merit 
ible for the Robert E. She 


first 


Awards 


£10,000 


consisting of a | 
fou 1d 


S1.000 ea 


Closes May 31, 1959 


ASNA Awards 


invone whe 
usiness 


the most 


Closes June 1, 1959 


Electric Fan Display 


Closes June 30, 1959 


Geld Mail Box tie 
the Direct Mail A 
tl t.. Neu 


win the 


Gold Mail Box 
DMAA 
” entering the 


entrv fee ot So 


contestants, 


Trophy 
mbership in is not a requisite 
competition, but an 
will be charged all 


Closes July 1, 1959 


Miles Kimball 
Sponse 


Awards 

| wed by Mail Advertising Service 
{ssn. Intl., 18120 ios 
Detroit 35. Open to creators and 
ducers of outstanding direct 
terial, originators of new 
used for direct 
users of direct mail 
nificantly influenced the 
ind teachers of direct mail. 
should include name ane 
ual making the 


name 


Jame s Couzens 


mail Wha 
methods or 


machimery 


mail produc 


tion: who have Sif 
authors 
Nominations 
title of individ 
nomination, as 


ndustry, 


well as 
and detailed qualifications of the 


nominee 


Closes July 10, 1959 


PIAA Self-Advertising Awards 
Sponsored — by Printing Indust 
{merica Inc.. 5728 Connecticut 
Weoash ngton i5: Mille Printing V 
chinery Co., 1117 Reedsale St.. Pitts 
urgh 33. Open to all lithe 
vraphic silk sereen and allied 

printers in the United States, 

Canada, and the Hawaiian Islands 

Whether PIA members or not. Materia 

submitted must be from ad campaigns 

completed since Sept. 13, 1958. A 


will consist of 


ette rpress 
vravure, 


process 


cam 
three or 
’ { | 
pieces of advertising used in tl 
vear period and 


ertising me 


may include 
Indi dual 
mens includ r| f 
ens wilude any ingle piece ol 
idvertising Aware vill ime 


$1,000 cash prize 


dium 


lude tl 
s and nine Bennvs 
Closes Aug. 14, 1959 


atail Packaging 


Np 
/ 


ten 

cosmetics and 

nd game i 

hardware, paint 

ire, notions and 

other solt 
itionet 


iV 


Closes Aug. 31, 1959 


Ceard Card Awards 


Veu Monthly competition 
to advertisers, ¢ wiles 
eaders best 
Winning entry 


rent 


and gray 
ecard otf the n 
ked tron 


irom 


NATA 


imo 


Closes monthly 


text 
winners Will ree 


Closes last day of each month 


IF YOU NOW 
(or ever will) BUY 


RSM SE 
STL a8) 


SALES BINDER 
REFERENCE BOOK 


—__ 
fs 
wr 


... we'll give you this 
invaluable 90-page 


VPD SALES BINDER | 
| REFERENCE BOOK | 


Describes, illustrates and gives prices of over 


45 different styles (in many sizes and colors) 
of ready-made VPD SALES BINDERS. 


HELPS YOU TO: 


CUT BINDER COSTS 
DRASTICALLY — ready 
made VPD BINDERS are 
far less expensive than 
custom-made jobs 

DEVELOP PRESENTA- 
TIONS FASTER, MORE 
EASILY — you can select 
a style and size (7 x 5 
up to 24 x T8) from over 
400 different “‘in stock 
VPD binders immediate- 
ly and tailor presenta- 
tion material to it. 


ELIMINATE WORK, 
HEADACHES — no 
nuisance of 

out” a binder, 
wasted explaining spec 
ifications, approving 
samples. Just look thru 
VPD REFERENCE BOOK 


and select. 


working 
no time 


MEET DEADLINES 
EASILY —all VPD BIND 
ERS are ready for im 
mediate delivery from 
your stationer 


WRITE NOW FOR YOUR 
FREE COPY OF THE +22 
VPD BINDER REFERENCE BOOK 


to: JOSHUA MEIER COMPANY, inc. | 
601 West 26th Street, New York 1, N 


manufacturers of sales binders since 1933 
—_— ae ome eee 


May L959 


(ap: 2 
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VV isconsin. 


ANY LETTER LOOKS BETTER ON PLOVER BOND 


BETTER 
PAPERS 
ARE MADE 
WITH 
COTTON 
FIBER 





Advertising Requirements 


SALES PROMOTION EXECUTIVE OF THE YEAR 
~1958- 


J. K. DUNCAN 
SALES PROMOTION MANAGER HOUSEHOLD PRODUCTS DIVISION 
S.C. JOHNSON & SON INC. 


SELECTED BY 
SALES PROMOTION EXECUTIVES 
ASSOCIATION 


PRESENTED BY ADVERTISING REQUIREMENTS 


Initiating a new award... 


Sales Promotion Executive of the Year 


@ At the 1959 conference of the Sales Promotion Executives Assn. in 
New York, ADVERTISING REQUIREMENTS presented the first in a series 
of annual awards to the Sales Promotion Executive of the Year. The 
actual selection of the “winner” was made by SPEA and plans are to 
make the announcement and award presentation a regular feature of 
the annual SPEA conferences. 


There is no single set of “rules” for selecting the executive to be 
honored annually. Instead, the awards committee carefully considers 
a variety of factors, which add up to recognition for an individual who 
has contributed in a substantial way to a better appreciation for an 
understanding of sales promotion. 


Among the factors taken into consideration are: 
@ Evidence of consistent and effective use of sales promotion. 


@ Evidence that the individual's efforts have caused sales promo- 


tion to be recognized and adequately supported by his company’s man- 
agement. 


@ Evidence of introduction of new ideas and techniques which can 
be profitably adopted for other sales promotion programs. 


About the winner... 


One of the busiest sales promotion 
executives in the country is J. K. 
(Ken) Duncan, promotion 
manager, household products, S. C. 
Johnson & Son Inc., Racine, Wis. 


With one assistant (George Beau- 


sales 


mont), Ken Duncan is responsible 
for coming up with effective sales 
promotion programs for 34 separate 
products a list which keeps grow- 
ing each year. Actually, it is for out- 
standing new product introduction 
programs that Mr. Duncan has 
quickly developed the reputation as 
one of the nation’s outstanding sales 
promotion executives. 

Interestingly, his selection as 
“Sales Promotion Executive of the 
Year for 1958” honors his first year 


as a sales promotion manager. He 
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Ken Duncan 


tive of the Year 


was named to his present position 
in January 1958, after two years as 
assistant sales promotion manager 
for Johnson’s household products 

It was the amazing success of the 
introductory program for Pledge, a 
new Johnson product introduced in 
March 1958, brought Ken 
Duncan's name before the SPEA 
awards committee. This program is 


which 


described in detail starting on page 
00 


sefore joining S. C 


1956, Mi 


promotion specialist, a reputation- 


Johnson in 
Duncan was a free-lance 


building task he chose following a 
stint aS a vice-president responsible 
for creative services at Leader 
Typesetting Co., Evanston, Ill. He 
previously had worked as managing 
editor of Business Screen 

A native of Detroit, Mr. Duncan 
is a 1952 graduate of Michigan State 
University. He has done graduate 
work at Northwestern University’s 
School of Journalism 
as Sales 


His selection 
Promotion Executive of 
the year is secondary to an “award” 
he received on January 2, 1959 

his wife, Virginia, presented him 


with their first daughte Susan. 


Just the Beginning! 


For complete 

+7 coverage of the 

New York Con- 

ference of the Sales Promo- 
tion Executives Assn., be 


sure to read AR for June. 
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Helped Launch 


The complete story of the program that 


won national recognition for Pledge, and 


an award for the sales promotion man who worked on it. 


One of the most difficult tasks of 
sales promotion is to assist in the 
introduction of a new product. This 
is particularly true in the crowded 
and competitive supermarket field. 

So when a new product is intro- 
duced successfully, obtaining wide 
and immediate acceptance among 
both retailers and consumers, and 
when sales promotion has played a 
key role in the program, full credit 
must go to the sales promotion man 
who handled this phase of activity. 

The introduction of Pledge by 
S. C. Johnson & Son Inc., Racine, 
Wis., during 1958 was an outstand- 
ing example of the way in which 
sales promotion fulfills its function. 
And in honoring Ken Duncan, Sales 
Promotion Manager, Household 
Products, by naming him Sales Pro- 
motion Executive of the Year, the 
Sales Promotion Executives Assn. 
and AR are honoring not only Mr. 
Duncan, but everyone at Johnson's 
Wax who contributed to this out- 
standing product introduction: 
Ralph Diehl, product manager for 
Pledge among other products, who 
directed and coordinated the entire 
program; Benton & Bowles, adver- 
tising agency for Pledge, who con- 
tributed to all parts of the program, 
including many of the sales promo- 
tion materials; and hundreds of 
other people, working both within 
the company, and for its suppliers, 
who helped to put the program to- 
gether and to carry it through. 


> Pledge faced a number of prob- 
lems right from the beginning. In 
the first place, it faced the world in 


March, 1958, right in the middle of 


what many people were calling a 


recession. In addition, Johnson had 
been introducing new products at 
a terrific rate—during the year pre- 


ceding, there had been six or seven! 


These factors would have affected 
any new product, but Pledge, as a 
product, had some problems all its 
own. The furniture polish market 
had been on a plateau, with sales 
relatively constant over the preced- 
ing few years 

What is more, a Johnson product, 
Pride, had achieved dominance in 
its market. There is little point in 
switching customers from one prod- 
uct to another, especially when a 
new product is rarely as profitable 
as one which is well established 
Pledge 
had to be designed to increase the 
total market and not cut too heavily 
into Pride’s sales volume. 


So any sales program fot 


Another problem was that of in- 
troducing Pledge rapidly, without 
following the usual procedure of 
trying it out in a test market first 
This was vital because the product, 
basically a furniture wax in a pres- 
could be 
copied. This meant that the promo- 
tion had to be based on research 


sure spray Can, 


easily 


reports rather than actual test mar- 
kets 

Finally, the advertising program 
was to be concentrated in major 
markets, even though distribution 
was to be national. This created a 
problem of arousing salesman en- 
thusiasm for a product which might 
not be given immediate promotion- 
al backing in his particular market 


> In such a situation, the first ob- 
jective is to get the sales force ex- 
cited, to introduce the product at 
the initial sales meeting with such 
excitement and such an impact, to 
give the sales force such powerful 
support that they reach new heights 
of enthusiasm. 

If the product is right, if the plan- 
ning is sound, if the advertising pro- 


gram is effective, sales promotion 





Sales Promotion 
a New Product 


is able to contribute ideas, tools and Practically every one of her regu- 


techniques to get the story across, lar chores involve a purchase at the Waxed elexe 
to help other members of the mar- supermarket—except dusting! And 

keting team do the job. And at when it came to Johnson's products, iy WL 
Johnson’s Wax, the sales promotion the jobs which used them, like wax- h q . 
men are part of the team, working ing the furniture or the 


linoleum, 
right from the beginning to develop 


were far less frequent than dusting 
a program Surveys showed that only one- 


fifth of all housewives use furniture 
>’ Out of this teamwork came a polish, approximately once a month, 
brilliant new concept that, almost adding up to 120,000,000 applications 
of itself, opened up a new market of polish a year. Contrasted with Pledge 
for Pledge, and showed every sales- this, conservatively 80 
man and every retailer the possi- 


out of the “just anothe: 
of them item” category 
dust, and they do this chore at least 


bilities of this product 12 times a month. This adds up to 


It started by examining the reg- the startling total of 5,760,000,000 
ular routine of America’s fifty mil- 


> This concept seemed logical to the 


salesmen, but would it be accepted 
possible applications of a product a by the housewife? Testing indicated 
lion housewives. On a typical day, year, more than 50 


times the po- that consumer acceptability was 
a housewife starts off with break- tential of furniture polish high, but it took a special technique 
fast, then dishes, then bed-making, This opened up an entirely new to demonstrate it 
laundry, perhaps dusting and vac- market, an entirely 
uuming. Then comes lunch and to sales. It 


t eye nd doubt to 
new approach the salesmen 

gave the sales force an The prod ict In 
more dishes, more housework, din- item that would add to sales rather 
ner and more dishes than to 


an unidentified 


container, had been tried \ by a 


switch customers. It took selected group of housewive Afte 


The Role of Sales Promotion at S. C. Johnson & Son 


At Johnson Wax, sales promo- at the right times and the right 


a variety of activities that might be 
tion is just one more member of a places to help other 


members of grouped under the general heading 


marketing team. Its primary job the marketing team meeting “miscellaneous advertising.” These 


on a new product introduction is to speakers, salesmen, buyers, retail- include point-of-purchase advertis- 


collect the facts available and to ers do their jobs better. 


ing, selling materials for the com 
This function is assigned to sales pany 


promotion at Johnson's Wax be- 
sell all classes of trade, and finally cause 


assemble them into selling tools salesmen, promotional ma 
tools to sell the salesmen, tools to terial for jobbers and dealers, trade 


sales promotion is the one shows, direct) mail, 


sales meetings 
tools to sell the consumer at the unit in the 


company that) shares props, ete. 
point-of-sale. the 


point of view of every other The sales promotion people 


member of the marketing team. As work with five 
motion’s major contribution was to part advertising, 


In this assignment, sales pro- different product 


part selling, part managers, each of whom has the 


help communicate the Pledge story retailing, sales promotion can primary 


responsibility for market 
bridge the fups between these dif- ing a group of 
sale of the product, at every step ferent 


in ways most likely to promote the products. [tis the 


functions, and help the job of sales promotion to decide 


in the channel of distribution, from product through each intermediate what needs to be d these 


cone im 
the company salesman to the user. sale on its way to the ultimate sale areas to solve the problems raised 
The specific tools are unimpor- to a consumer. and to meet the objectives set— by 
tant, but because of sales promo- Sales promotion at Johnson's is the product) manager and then 


tion, the right tools were available a service operation responsible for do it. 
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Presentation Kit 


tor 


ed the product a while 
invited in for an inte 
to re port on then 


l reactions 
These interviews 


could have been 
tabulated, charted and diagrammed 
but instead of this, a motion picture 
eport was made. The technique 
was simple. Concealed in the inte: 

view room was a 16mm motion pic- 
ture camera which took picture and 
sound at the same time. As_ the 
a filn 


Later, nine olf 


nousewlle wa interviewed, 
record Was made 
these interview were spliced to 
but highly 


report on consumer reac- 


gether to make a crude, 
effective, 
tion. The film was supplemented 
with additional tape-recorded in- 
terviews 


>’ One of the 


facts and the films was to serve as 


important uses ol the 


the means for arousing enthusiasm 
in the company’s 350-strong sales 
force These men, who visited 
wholesalers, chain buyers, and in- 
supermarket 
had to be convinced of the market 


and its potential 


dependent managers, 
Sales promotion 
was drawn upon to contribute to 
an exciting meeting for the sales 
force, developing ideas, tools and 
techniques to help the speakers sell 
the Johnson salesmen 


26 ° co * May 1959 


> The meeting started with the de- 
velopment of the marketing concept 
the definition of the product func- 
tion. Then cans of Pledge were 
passed around for the salesmen to 
try themselves. At the end of the 
15-minute break, everything — in 
sight, from the men’s shoes to the 
marble pillars of the room, had 
been given a high polish. The men 
were convinced that the product 
did a job 

Now for a way to let them con- 
They were shown a 
demonstration kit to be supplied 
This was a simple device, consist- 
ing of a plywood panel which had 
been given a fine furniture finish 
A flap covered half the panel, so 
that Pledge could be sprayed and 
lightly rubbed, according to direc- 
tions, on the other half. When this 
was done, the flap was raised to 
give visible proof of the effective- 


vince others 


ness of the operation 


> Would consumers accept the prod- 
uct? This was the theme of the next 
section of the meeting, which cov- 
ered the report on the consumer 
panel. The filmed interviews were 
convincing evidence of what real 
housewives felt about the product 
They liked it, and were willing to 


SPRAYON WIPE OFF 


~) > 
jlaxned Beauty 


Dus 


say so, in no uncertain terms 
When given their choice of a can 


of the product (as soon as it would 
enter the market) or a sum of 


money as much as a dollar, in ap- 


preciation of their cooperation, the 
panel members, almost to a woman, 
chose the product. This made quite 
an impression on money-wise sales- 
men 

As it turned out, this small sam- 
ple, because of its authenticity and 
its reality, was far more effective 
in convincing the salesmen of con- 
sumer acceptance than would have 
been a report from a test market 
And his conviction would carry over 


into his saies approach. 


> The final section of the meeting 
discussed the advertising program 
planned for Pledge. While many 
sales meetings outline the promo- 
tional program, Johnson’s Wax had 
to do a little more, because of the 
limited number of markets which 
would be initially. The 
company had to arouse enthusiasm 


CC »vered 


for a program without disappointing 
those who wouldn't gain immediate- 
ly from it. 

This was done by emphasizing not 
the geographical markets which 
would be covered, but rather the 





Demonstration Kit 


would have in 
plans. Actually. 
SO rapidly tnat 
expanded mol 
inally expected, 


the nation 


advertising presen- 


tation the series ol live-action 


movies that had been prepared fo 
spot television were screened. But 
here. again, an additional touch 
took the presentation out ol the 
orainary 

The salesmen were shown a pro- 
duction made especially for them 
The model who had demonstrated 
Pledge 


the set. looked directly at the cam- 


in the spots stepped out ol 


era, and in a shot obviously taken 


in the studio, spoke to the sales- 
men. She pointed out that she had 
made pitches for many _ products, 
but never had she been as im- 
pressed by one as she was by 


Pledge 


> Salesmen need more than convic- 
tion, however: they 1eed sales tools. 
and here again, sales 
contributed to thei: 


along with other 


promotion 
development, 
divisions of the 
company 

The chief tool was a_ brochure, 
11x13” in full color on an excellent 
stock. The cover showed a house- 


wife dusting, and the headline read 
“Chances are you're not selling her 
a thing’—a_ statement likely to 
arouse the interest of any retailer. 
The first spreads outlined the new 
product category which Pledge had 
defined, following the same think- 

ing as presented at the meeting 
The salesmen use such a _ bro- 
to talk from, not to read out 
helps them 
it doesn’t put them in 

traightjacket 


organize their 


After defining the product cate- 

the salesman could then put 
brochure aside to demonstrate 
using the 


product, plywood 


This proved. right on the 


iat Pledge could do the job 


next spread in the brochure 


a the research. To give the 


word greater impact, he 


in could show the actual fil 
1 suit-case Moviemati 
projector that 


point-ol-pu chase 
available, and permit 

an to move directly 

ng argument, adapted to 
of custome! independent, 


holesale: he was talking 


> This was a fine presentation fo 
the salesman who gets to see the 
man who actually makes the buying 
decision, but more and more, the 
decision, especially in the chain su- 
permarkets, is made by a buying 
committee, inaccessible to the sales- 
man. He must speak his plece to a 
single buyer, who then presents the 
case for the product to the group 

To make an effective salesman 
out of this buyer, Johnson turned 
to a presentation packed in an at- 
tache case. This contained all the 
elements—the brochure, the dem- 
onstration panels, product samples, 
and any other information pertinent 
to that chain 

Having everything packed neat- 
ly and impressively made it simple 
for the buyer to take the complete 
story into the committee meeting, 
and because the attache case was an 
attractive and useful item for pe 
business use, it was in- 


} 
sonal 01} 


fluential in getting him to use it 


soon 


>’ To sell Pledge at the point-of- 
purchase, a display which told the 
product story was designed. Not 
only did it contain a mass display 
of the product in its two sizes, but 
folders was 
included, so that the hesitant buye 


a supply of “pop-up” 


if she were somewhat bewildered 


by the concept of a new product 
category, could take a folder home 
to read at leisure. 

This display was actually effec- 
tive all by itself. In many markets, 
not covered by tv or newspaper ad- 
vertising, the display itself did a 
remal kable job of moving merchan- 


dise 


> The over-all sales record speaks 
for itself. In the first five months 
after its introduction, Pledge led 
the field of wax polishes, and what 
was more pleasing to its sponsor, it 
built its volume by increasing the 
total market, bringing new cus 
tomers into the picture. Pride 
dropped a little, but it still main 
tained 


market 


a healthy share of the tot: 


It's hard to put your finger on the 
ot sales promotion 
ind that is, in its 
a good sales pro 
ation. The sales promo 
in 
It ca 


contributed 


The in 


oduct people, 


working together to do what has to 


| 


be done. In the case of Pledge, this 
meant just about everybody in th 
company Sales promotion s 


majo 
contribution to this program Ww: 
Pledge 
story in ways most likely to pro 
mote the sales of the 


to help communicate the 


product, 
channel of dis- 
tribution 44 


every step in the 


The Tools of Sales Promotion 


To create an atmosphere and drive 
home the size of the market: 

@ Meeting props 
fo help dramatize and emphasize 
points the men must know well: 

@ Motion pictures 

© A filmstrip 

@ A tape recording 
fo help the salesman make the 
best possible presentation: 

@ A brochure 

@ A demonstration panel 

@ A sales kit 
To help at the point-of-purchase 

@ A display = for 


floors 


supermarket 


@ A supply of take-home litera 
ture 
fo round out the program: 
® A sampling program by direct 
mail 
Promotional material for 
wholesalers 
Mailing pieces for jobbers 
Ad mats for dealers 
schedules, 


sheets, ad 


Dope 


etc., for special presentations. 
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How Norge wrapped 


a sales promotion 


program into one neat package which made 
it easy for the dealer to plan ahead. 


By William H. Chase 
Merchandising Coordinator 
n, Borg-Warner Corp 
Chicago 


An avalanche of promotions 1S 
bound to trigger off an avalanche 
of sales. This was the thinking be- 
hind Norge’s Ava- 


lanche,’ a four-month-long promo- 


“Operation 


tion to Norge dealers by which we 
set out to sell more of all our home 
appliances by emphasizing one. In 
addition, we 


did so by employing 


just about every advertising and 
sales promotion medium at hand. 

We began the multi-pronged pro- 
motion as a result of a Norge engi- 
neering accomplishment—develop- 
ment of our new “Dispensomat,” an 
automatic washer geared especially 
to use with today’s modern deter- 
gents 


Dis- 


pensomat promotion, we decided not 


In organizing the resultant 


to stop there. Instead, the Dispenso- 
mat sales message would be used 
chiefly 
the division's complete line. The re- 
sult was Operation Avalanche 


to spearhead promotion of 


> As a strong base for this cam- 
paign, Norge launched one of the 


most intensive 


advertising cam- 
paigns ever placed behind the pro- 
motion ol one major appliance 
Donahue & 
Coe, Chicago, we placed a Septem- 
ber-October-November-December 


advertising 


Through our agency, 


schedule unequaled in 
company history, all spearheaded by 
the new Dispensomat automatic 
washer and its matching dryer. This 
merchandising effort adds up to a 
$5 million dollar investment. The 


magnitude of the effort 
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brings us 


to the basic, underlying reasons for 
Operation Avalanche. The whole- 
sale salesmen who were to present 
this story to the dealers, had to be 
told the complete story and, fur- 
thermore, provided with an effec- 
tive, yet dynamic, means of carry- 
ing the message. Without the sales- 
man’s complete cooperation and un- 
derstanding, the impact could have 
been seriously impaired. 


Gordon G. Hurt, Norge director of 
advertising and merchandising, was 
convinced that the only solution 
would be a piece of printed mate- 
rial, a brochure so well organized 
for each distributor wholesale sales- 
man that he could actually call on 
a dealer and go through the exact 
details of Norge’s Fall selling sea- 
son advertising, sales promotion and 
merchandising campaign page by 
page. 

Then it should be 


could be left with the dealer, form- 


designed so it 


ing a clear and concise plan of ac- 
tion. The dealei 
lutely no question 


must have abso- 
about how to 
capitalize to the fullest extent on 


Norges $5 million dollar program. 


ystematically, discussing « 


his comment Then the back 


ver permitted the tw men to work 


> We decided that every advertis- 
ing, merchandising and promotional 
subject scheduled for the 


paign’s could be 


cam- 
Hence, 
the brochure could be set up in 


indexed. 


such a manner that a dealer could 


quickly and easily refer to any 
specific subject discussed. In othe 
words, it was decided that this 
would be a fool-proof general or- 
ganization file for all Norge events 
for the four-month period of the 
campaign. 


We drew 


monials to the effectiveness of live 


from our files testi- 
Dispensomat demonstrations and 
made them the keynote 
in our brochure which we 


“opening 
barrage” 
had decided to call 
Avalanche.” 


“Operation 


> Judson S. Sayre, president of the 
division, realized that live demon- 
strations of the products are vitally 
important to its sales success. He 
directed creation of a display that 
would be dramatic enough to de- 
scribe the complete Dispensomat 
story for homemakers in such heavy 


traffic areas like 


supermarkets, 


> 
vig 


Salesman at Work The brochure helped the 


tion program 


alesman go through the 


aspect of it with the dealer 


ut 
u 





MORE THAN “SKIN-DEEP" 


Phe beauty of Ashokan lies deeper than its bright whiteness. 
flawless surface. and extraordinary printability. Unseen but 
unmistakable are ease and economy in running, commercially 
exact uniformity. and completely dependable service from 
the Mill and its Merchants. Here is a first-choice paper for 


printers and advertisers who Plan for Quality in printing 


WCAG 


ENGL 


LETTERPRESS COATED 





* 


er 


Courtesy Enjay Co., Inc., and McCann-krickson, 120 screen, Inks by Pope & Gray, Inc 


This insert is commercially printed. on modern letterpress-coated 


ASHOKAN 


a first-choice paper for printers and advertisers who plan for Quality 


in their printing. Carried in stock by Cantine merchants everywhere: 


BASIS 25x38 35x45 
7O 140 232 
8oO 160 266 

100 200 


Made by THE MARTIN CANTINE COMPANY, Saugerties 


Specialists in Coated Papers since L888 





FTER CLEANER BRIGHTER WASH 


eS Tm iahy actually 


Calas bh Le 


TA.) 


Lapse acorn 


WASHER products 


w 


rks 


upermarkets 


Tie-in Demonstrator 


jained 
which hand 


mI 


enCa 


Why pay t 


Now save hundreds 
of dollars on brand-new 
Norge Appliances! 


MP VOUn nonce Guanine 


rN YY 


banks and department stores 
Norge 


ing 


The 


automatic engineer- 


wasnel!l 


department 


dev eloped such a 


display in cooperation with Display 
Workshop Inc., Chicago. It was 
actual backguard. Mi 


discussed this display 


an 
Hurt 


wide 


washe1 
with a 
supermarkets, 
dete gent 


variety of 


and sev- 


eral manufacturers 
Everyone agreed that this was not 
only a unique display idea from the 
Norge point view, but 
point-of-sale display which 
help all sell 


“washday wonder products.” 


ot was a 


would 


supermarkets more 


companies in industry 


> All 
provide premiums and other display 


and We feel, 


been for- 


oul 


material 
that we 


dealing 


collateral 
hows Ver. have 


tunate in with premium 
suppliers that are superior to most 
in the industry and so we devoted 

to othe: 
to help dealers 
their 
to point up exclusive 


a page and 


collateral material 


traffic 


premiums 


drive into then 


stores 
Norge product 
features and user benefits 

“One of the powerful areas in Op- 
eration Avalanche was the spot tele- 
vision which 


we, in cooperation with our distrib- 


saturation campaign 
utor associates, launched as_ part 
of the The tv 
campaign, Donahue & 
Coe, permited distributors and thei: 
dealer identified 
with demonstra- 
tions of the Norge Dispensomat. The 
details of 


over-all campaign 


created by 


associates to be 


actual television 


this program were cov- 


ered most bro- 


thoroughly in ow 


chure 

There was also another important 
Sun- 
day supplement advertising in which 


local aspect to this program: 


= 


FABRIC FORMULA ny 


Only from NORGE 


hag oy 


Petar eRe 


Window Banner 


Door Hanger Kit 


each No: Fe 
fied 


(where 


could be identi- 

full-color ads 
black-and- 
white advertisements in all distrib- 
utor markets, the story of 
the Dispensomat and listing anothei 


dealei 
These were 
available) and 
telling 


Norge product at a special low price 
This, too, was completely explained 
that 


turn could spell it out to any of his 


SO 


any wholesale salesman in 


il 


dealers 


> We had a 24-sheet 
which our agency created for every 
Norge 


Was a 


also poste! 


distributor and here 


agaln 
great dealer listing oppor- 
tunity. We listed it in the brochure, 
then went to the im- 
portance of the many national tele- 
vision and 
by Tide, and 
Bleach Norge 
tured during the four-month 


od. It 


exposures 


on point out 


radio shows 
Sta-Puf 


which 


sponsored 
Beads O’ 
on was fea- 
perl- 
is a concentrated ai 
But the impact 
minimized if the 


the 


ray of tv 
could 
have been whole- 


salesman hadn't taken 


Story to 


deale) 5 


> We 


chure with a section about financing 


carried through it 

Special financing arrangements were 
provided to us by B-W Acceptance 
Corp. Any dealer could the 


amazing Dispensomat and matching 


install 


dryer on an economical and feasible 
basis 

The Norge ne bureau 
duces more material for Norg« 
tributors their 
locally than most people 


WS pro- 
dis- 
and dealers t 

our in- 
dustry 
that a 
would be devoted to the announce- 


ment of this We displayed a 


realize. It was only natural 


section ol this brochure 


tact 


lew examples of articles 
this 
for our leading magazines and news- 
that the news 


bureau IS ready and willing to serve 


writter 


and produced by department 


papers, pointing out 


} 


Way local 


possible at the 


>» And 
purpose ol the brochure 

We stated that 
Avalanche designed to 


a Norge 


now we return to the basi 


earliet Operation 
help 


W holesal 


Was 
distributor's 
salesman the complete 
Norge the fall selling 
season. On the back page we 


vided a 


present 
program toi 
pro 
and 


“calendar of action” 


on this page we listed every Norge 
by date. Norge 
each field sale 


salesmen, wert 


advertisement in- 


Structions to sman 
including distributor 
form on 


accompanied by a report 


which each brochure 


distributed 
The It 
included the name of the deal 
er with this 
left, his address and the 
fall selling 
tion with Norge 
Our vice 
1 P. Bull, 


program to 


was completely reported 
port 
brochi 


ful 


whom re Wa 
} 
i extent 


of his 


SeaSol coopera 
president of sale Har 
thought 


} 


recora a pie 


enough of the 
entation 
of this program to every one of our 


wholesale 


salesmen. This recording 


was air mailed to all our distributo1 


associates 


well sery 
pattern 
turers We hope, 


now 


othe: manufac 
too, that it has by 
to why we 
“Ope 


become clear as 
named the 


A alanc ne 


campaign ratior 


44 
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FACTORY 
FRESH 


ALL HAMMERMILL GRAPHICOPY’ PAPERS are 
cartoned to protect them against damage, 
packed and ream wrapped to preserve their 
balanced moisture content. They remain free 
from curl, run without a hitch. 


SQUARE 
CUT 


ACCURATELY CUT 812 by 11 and 812 by 14 
Graphicopy Papers let you run fast without 
paper misfeeding or jamming. Hammermill 
Graphicopy Papers are specially designed for 
office duplicating and printing. 


FOR TOP 
PERFORMANCE 


FOR ALL YOUR OFFICE PRINTING and duplicat- 
ing equipment, get Hammermill Graphicopy 
Papers. Ask your Hammermill supplier for 
your free Graphicopy Paper Selection Guide. 
There are 200 items in 19 different grades of 
paper. Order by number—with one phone call. 


HAMMERMILL PAPER COMPANY, ERIE, PENNSYLVANIA 
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Publicize 
Your 
Press Kit 


Explaining the Press Kit 


kit tnot peing 


nal-American 


You can get more mileage from your press kit, this p.r. man sie a 7 the —o olor 
catalog (displayed bottom right in 
reveals, if you take steps to let your publication people _ photo) 

“ * 2 In short, it was possible to gage 
know what it contains before they open it. not only the interest of the press in 
new products being shown, but also 
what they would use and how ex- 
tensively they planned to use _ the 
By Joseph L. Sicari unexpectedly good: No press people material 


exposed to press kits displayed in ’ 
; S. It served as a memory jogge! 


this manner found any fault with a, ate 
the idea. Most were enthusiastic Cees Pree pee ere 
those not returning to their offices) 
nislaid their kits, or kits went 
1. It gave them a quick, “panoram- astray in that old “office pile.” When 
ic’ view of the kit and 


wd with it. Reasons 
Publicize your press Kit 


off! 
How this is done is shown its contents editors have seen a kit displayed 
photograph accompanying this 
T . . t sen its me \ arts In an P 
cle. Note how a 10-piece press kit is 2. It presente d its man parts In al for another. Or. in follow-up call 


: ’ | ) } Qc k , ey . . 
displayed on a flannelboard, exhibit- orderly fashion, making it eas) backs editors know what pres 


more often than not they'll call back 


oras he cio } > of h 
ing kit components at e' level fo grasp the significance of each terial you're talking about 


ali 


easy study } ney can \ kly revis 
ee oe eas 3. It encouraged questions, requests ey Se ees eee 


14 when not before ther 
for additional information, and ; 
> This ide } eV ut of numerous 1 1 1 
Phi ee eee = ener to inquiries about other publi: 
uU ns ress } le on th lar 
questions by pre people n e ( roducts 61 


or days following a press m 

definite pattern appearet 
1] 

questions all were ol 

that could have been easily an ¢ » in discussions 


swered on the spot at the n ting, { is’ with 


ditors 


s 
had the kit been examined t who initial and follow-uy 
examines kits at press parties? ‘or example, in the 
The se questions led to this answet there are several pictures 
an obvious one, at that: Simply Ronson “Varaflan 
display the kit at the meeting in igaret lighter 
Way From experimentation terested. specifi 
over some ten press meetings, the mation fo 
display techniqut shown in. the how the lighter 
photo evolved wanted to know 
“Butron” fuel itself 


Press reception of the idea was keen interest 
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these tour categories 


p¢ nerally de- 


photos and 


®@ A catalog sheet nowing the full 
line of the new “Varaflame” lighters 


and butane-fueled table lighters 


j 
catalog ol 
otnet! Ron lig f and acces- 


Orle 


Vel displayed as 

photo Each was 

xed to a large black flannelboard, 

heading il gold-on-black 

trips (prepared Dy Ronson’'s art 

department). These headings sepa- 

rated the 10-piece kit into its Tou 

ection making the full story 
irtually at a glance 

re nvi to turn UU 

Inquire about othe! onson prod 

ict whose display were subordi 

nated to the Varatlame exhibit 

Also vyelcomed wel requests [ol 

additional photos and informatio! 

about the new lights being show! 

This was accomplished by placing 

near the flannel board a stack of in- 

quiry cara and a slitted box, bear- 


Ing a ign Vi 2 inquiries 


A surprising number of inquiri¢ 
were received in this way. All wer 


Quick ly followed ip the next day by 


phone call or by delivering re- 
quested material messenger and 


the mall 


> It was found that displaying the 
catalog of othe products also paid 
In pe rsonal di cussions and Via 
the inquiry cards, were requests re- 
ceived for further information and 
photo on a variety of thes« prod- 
uct 
In effect, each dolla spent pe! 
person for the showing got extra 
publicity milage for the client For 
not only had the press people signi- 
fied definite intentions of running 
something on the new products they 
were originally invited to see, but 
many also indicated a desire to 
write up other Ronson products, like 
hair dryers, electric shavers for men 
and women, accessories like Ron- 
sonol and “Butron” fuels, silver pol- 
ish, ete 


> In short, you can publicize your 
press kit, too! While doing it, you 
will not only hit pay dirt better and 
more often with publicity place- 
ments, but you can also show the 
client or the boss how you are get- 
ting more mileage for him out of 
publicity dollars spent for a press 
showing. Therefore, publicizing that 
press kit is at once good publicity 
practice and good business, too. 44 
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DIRECT MAIL 
Die-Cut Mailer 


for 
your 
fdea 


Album 


INSERTS 
Die Cutting 


ANNUAL REPORT 
Pre-released Edition 


CATALOGS 
Useful Index 


PUBLIC RELATIONS 
Press Releases 


DIRECT MAIL 
Coins as a Gimmick 





Engineers at Work. . . 
had a 


f } C Is, h full size and gave an 
NONnCceE + r r r 1 > . 1 


hanisn 


How to Build 


Audience Participation 


Into an Exhibit 


Getting the audience into — ‘esign, fabrication and erection of was built for the Algoma. © 
equipment for handling ilk ma Corp., Ontar 
terials F 


io, Canada 
the act is one way of add- 


rom these prints, GRS&W built 
. a mode re bridge entirely of 14” 
ing to the value of an ex- —s . ae 


> After considering man\ 


channels 


hibit. Here is an excellent ideas, H&P finally determined that gles. The 


° the only way to impress people at el was approximate] 
example of how meaning- th 


he show with the intricacies of an 30” 


over-all size 


high. It was made 
ful participation was ore bridge, was to build and dis- 2,000 parts 
play an operating scale model that three 
would duplicate a real ore bridge 
down to the last rivet. Only in this included an operating t 


manner would it be able to show erating bucket 


and_ took 


months to build 


achieved. In addition, the model 


a Yraliroa 


and convince people that the de- a complete re stockyal! 
sign of a modern electrically-op- miniature 
erated ore bridge requires a knowl- 


To most people an ore bridg: 
is not so very different from any Then to add 
stationary bridge. Few, _ besides edge not only of structural prin- realism, < the miniatures 
those mmediately connected with 


ciples, but also of mechanical and 1] 


coupled electrically to an actual size 
its operation, realize that an ore electrical engineering, plus special- 


bridge cab, complete with 
bridge is a complex machine with ized 


know-how of materials han- controls. This cab has sine been 
shipped to Newces County Navi 
the display objective was gation District, Corpus Christi 
tors at the 1958 Iron and Steel Ex- clearly established, H&P called in Tex. to become an integral part of 
position of this fact, especially those its exhibit builder, Gardner, Rob- 
concerned with operation of blast inson, Stierheim & We 
furnace plants, was the problem Pittsburgh. The 
that faced Heyl & Patterson, Pitts- over 
burgh firm that specializes in the 


many interrelated movements dling 
How to convince the show visi- Once 


l 


an actual ship unloading installa 
‘is Inc tion 
company turned 

actual blue prints of an H&P That this entire operation wa 


unloading and stocking bridge that tremendous undertaking almo 
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IDEAS FOR 
BUILDING SALES! 


A terrific 
catalog describ- 
ing the com- 
plete line of 
VUE MORE 
display turn- 
tables and 
BREVEL $ani- 
mation motors. 
Write for your 
copy today. 
Use the handy coupon above. 


new 


VUE-MORE Turntables are: 


Quiet PRECISION MADE 
DEPENDABLE GUARANTEED 
TROUBLE-FREE VERSATILE 


AND FOR YOUR 
ANIMATED DISPLAYS 


versatile, 


efficient Brevel 
motor are designed for maximum 


power and precise movement—yet 


compact enough to be used in any 


Write for 


motion display details 


VUE-MORE CORPORATION 


ae 
CS ee |. ke) | a ee 2 
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The scoop really worked 


tained brown ubstituting f 


goes without Saying The complete 
and operational effi- 
of the model exhibit was a 
real tribute to the skills of GRS&W. 

Show even those who 
knew beforehand that a model ore 
bridge would be exhibited, mar- 
velled at the realism with which the 
prototype was They 
were amazed with the 
synchronization 


authenticity 
ciency 


visitors, 


reproduced. 
even more 
absolute between 


the cab and ore bridge. 


>» The visitors were permitted to ac- 
tually operate the 
cab 


controls in the 
They were as eager to get at 
the controls as kids waiting their 
turn at operating a model train at 
Christmas time. 

However, upon taking over the 
controls, the exhibit operator soon 
found that it took considerable co- 
ordination to operate the bridge 
mechanisms and transport the 
ulated 


sim- 


iron ore, without spilling, 
from the ship to the ore yard or to 
the railroad Since all 


model 


hopper car 
the operations of the 
exactly like 


were 
those of the prototype, 
it required the same degree of op- 
erating skill as for a real bridge 
> As one can surmise, it took a lot 
of improvising on the 


exhibit 


part ol the 
builder to devise ways and 
making 


like their 


means ol miniature parts 


function life-size 


coun- 
terparts 

For example, in the 
bridge, all the 


ate the bucket, hoisting mechanism 


prototype 


motors which oper- 


and trolley drive, are located on the 
trolley itself 


model IS only 14” 


However, since the 
to the foot, it was 
impossible to place motors on the 
trolley 


Instead, a 


because of size and weight 
longitudinal slot in the 
background, bridge 
shaft to 
conce aled 
behind the wall. 

To simulate the 


Was 


disguised as a 
allowed the 
be extended to a 


railing, drive 


drive 
unit 


iron ore, wild 
with lac- 


The weight and substance of 


rice stained brown 


quel 


this, like everything else connected 
with the model, had to bear a di- 
rect relationship to other parts so 
as not to affect the critical control 
mechanisms. 


> It’s also that 


from 


interesting to 
the bucket itself made 
actual H&P blueprints. Internal 
workings of the model bucket are 
exactly like the prototype. Jaw 
movement is accomplished with an 
exact scale set of 


note 
Was 


seven tiny ball- 
bearing sheaves 

The exhibit, as far as 
Patterson 


Heyl & 


was concerned, was a 
complete success. From the 


comments during the 


many 
show, H&P 
was convinced that the visitors left 
the exhibit with the knowledge that 
there’s more to an ore bridge than 
meets the eye. And that is exactly 
what H&P hoped the exhibit would 
convey. 


> As trade shows go, the model ore 
exhibit illustrated many good ex- 
hibit techniques. While it was edu- 
cational it also entertained . . . ev- 
ery element had a part in telling 
the H&P story and most im- 
portant, it showed the product in 
action in a situation as nearly like 
the real thing as it could possibly 
be. 44 


Plastic Letter Ideas 
Illustrated in Folder 


A line of  three-dimensional, 
brightly-colored plastic letters are 
described and illustrated in a folder 
from the Plasticles Corp., Detroit. 

Made of Plexiglas, ‘“Plasticles’”’ 
have color built-in, rather than, just 
on the surface, and are reported to 
be crack-and-flake-proof. 

Stock letters are available 
ranging from 11” 


In S1Zes 
to 24” high with 
larger sizes available on special or- 
der. Colors include red, blue, green, 
vellow, black, white, orange, and 
tan 


for more details circle 510, page 127 


New Guide Published 
For Show Participation 


New help in planning participa- 
tion in a convention or trade show 
is available in a booklet from Man- 
power Inc., Milwaukee. 

Entitled “100 Suggestions for 
Convention & Trade Show 


tors,” 


Exhibi- 
the booklet gives pointers on 
show evaluation, 


hibit 


cost factors, ex- 
staffing the booth, 


building, dismantling, shipping, and 


planning, 


sales presentations. 


- for more details circle 511, page 127 





Mobile Office 
th ry bile 


The editorial efficiency of 


‘Commercial Car Journal’’ 
has been increased by this 
mobile editorial office 


By Allen Sommers 


Not 
staff of Commercia 
ceived a Dittoed 
“Bart” Rawson, 


the 


too long 


note 
editor. 


Way note started 


being dictated a 


nis 1S 


Murphy editor) and | 


Mobile Office 


rainy lz 


(technical 
the 


wheel along in 


its 4 miis¢ rable cold 
afternoon on Route 11 


Wincheste Va But 


varm and surprisingly comfortabl 


south ot 


inside it 


long-range 
“IT wanted to get 
initial 


even 1fo1 operations 


ord wh le oul 


this on the ec- 


editor ft 
A 


well as 


at its peak. Again we hope 
it will rub off on all of you. This 
a tre mendously 


some ol 


successful project 
There is no question that Richmond 
hasn't like 
Grant. Before my speech at t 

S.A.E (Society ol Automotive 


Engineers) we had the 


been ‘took’ this sin 


meeting, 


parked out in front of th 
lighted, 


Curiosity 


‘ . 
locked and unattended 


was thoroughly 


After dinner, virtually 
neeting adjourned to tou: 


and we logged in about 


It made a real impressio1 


notel, 


Commercial 


being 


Ww 


Car 


Je 


rking 


ention 
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Memo No 6. dictated by Bart Raw- 
son while spinning along America’s 
highways in what Chilton Co. is 
hailing as the first mobile editorial 
office ever put on the road by a 
business magazine 
This amazing 15-foot-long by 7!» 
leet wide nobile office is literally 
luxury, and a_ working 
\iniscent of similar mobile 
ring World Wai II 
one man is driving, 
sit on a fold-forward 
ght side and type away 
typewriter set on 


which the dash- 


equipment 1s set up so 


tne arivel can dictat 
stories while 
Lit nw ay The 


mailed back to the of- 


wheeling 


recording 


Philadelphia 1o1 transcrib- 
while 

or a stop, either Bart Raw- 

Paul Murphy can transcribe 


relaxed during an 


wn notes, write his stories 

‘nm deve lop his own pictures and 
ship them back to Philadelphia 
with instructions 

Better nal that, a short-wave 
telephone on the dashboard can 
keep them in touch with the home 
office, or it can be used to call 
ahead for an appointment In one 
case, heading towards Washington, 
D.C., to visit Ernest Cox, of the In- 
terstate Commerce Commission, Mr. 
Rawson called while on the outskirts 
of the nation’s Capital. When the 
mobile editorial office rolled up to 
the building, Mr. Cox was waiting 
A parking space was already avail- 
able and the visit took place right 


> A dark room is 
double-d ity 


being built in the 


enclosed lavatory at 


the rear of the truck 


either side of the rugged steel body 


Jenches on 


are used for storing camera equip- 
ment, the recording equipment, etc 


for conferences during the day 


Well-Equipped Rear of truck shows 


ink and stove, plus additional equis 
ment. Lavoratory, rear left, double 
Be nches 


leeping. 


darkroon in foreground, open 


up for 


38 °¢ ao * May 1959 


WAGATINE FOR TRUCK AM WIS FLEET OPERATORS 


& wosice’ 


= 


EDITORIAL 


TEAM 


Photo Stand 


Rawson 


and then can be converted into a 
double bed at night. 

A complete kitchen is also built 
into the inside of the body, with a 
gas oven operated by LP gas, an 
ice box, and cabinets above the 
benches for storage of food, refresh- 
ment and film, ete 

‘ 

> In addition to its other attributes, 
this unique and practical traveling 
office and conference room is suffi- 
ciently rugged to allow the flat roof 
deck to be used to take over-all 
photos ol 
lots, ete 


convention areas, fleet 


In designing the mobile unit, 
Commercial Car Journal considered 
the difficulty of climbing up onto 
the roof with camera equipment 
Result: chrome plated metal “steps” 
were built along the left rear. The 
metal steps fold upward during 
travel and can be flipped down to 
stepping position easily and quickly. 


> The 


than an editorial purpose. It is a 


mobile truck serves more 
direct promotional gimmick, since 
it is primarily a tool to go in physi- 
cally and call on readers of CCJ. 

° Everyone in a fleet knows you ve 
been there,” said Mr. 
when you call in the mobile unit.” 


Consequently, even in the short 


Rawson, 


while it has been in action it has 
helped with the magazine’s promo- 
tion, and has also resulted in in- 
creased editorial production by us- 
ing traveling time for work. 

R. W. Case Jr., publisher of Com- 
mercial Car Journal, commented: 
“When we move into a fleet, there 
is no interruption of work. They 
are impressed because the novelty 
of the truck appeals. We make an 
impact, and we can still make dead- 
lines.” 


> The mobile unit can also be used 
both by editorial and sales, because 
large crowds can actually be ac- 


commodated and entertained 


ease 


> Here is a partial tour list of spe- 
cial events which the mobile unit 
has covered Society of Automotive 
Engineers, Atlantic City; Truck 
Trailer Mfg. Assn., Hot Springs, Va 
National Truck Roadeo, Miami 
Beach; Automotive Supply Indus- 
tries Show, Chicago. 

Fleet calls were an important ob- 
jective to be covered by the unit 
and during the first year, it visited 
such operators as Brooks Transpor- 
tation, Richmond, Va.: McLean 
Trucking Co., Winston-Salem, N.C 
Kroger Inc., Cincinnati; Tennessee 
Valley Authority, Chattanooga; Su- 
perior Trucking Co., Atlanta; Phil- 
adelphia Gas Works: to name just a 
few. 

Cost of the rig is about $6,000 


Air-conditioning has been installed 


It is an all-electric unit which can 
either be plugged into a power 
source on location, or operated by a 
mobile power source while travel- 


Ing 


> To promote the mobile unit, it 
was announced in the April issue of 
Commercial Car Journal. A com- 
plete description was carried in the 
May issue. A brochure was mailed 
out to all advertisers by the pub- 
lication’s promotion department and 
wherever a story 1S covered on the 
road a dateline will be used 

The top men in the magazin 
planned the layout of the mobile 
unit carefully, with technical as 
sistance. 

Even the amount of power re- 
quired (110 volts) was calculated 
in advance to operate everything 
from the short-wave phone to the 
recording machine. The editors 
carry with them a Crown Graphic 
4x5 camera, a 35mm Ikoflex and a 
Polaroid Land Camera. For copy- 





= 


For maximum number of salable reproductions 


ARIEL | 


erviceable letterheads BY CHAMPION 


licating equipment or | 
iform quality, good s 


ulti-purpose favorite 


THE CHAMPION PAPER AND FIBRE COMPANY, HAMILTON, OHIO 





ARIEL BOND by Champion is designed to meet exacting business require- 


ment ( hampion also make quality coated and uncoated pape! for books, 


magazines, envelopes, labels, boxwraps, greeting cards, business forms, tags 


tablets, food packaging and many other uses 


Chicago 


Franc) co 





ing purposes, 
sales meeting, 
the 
screen. 


or to hold a private 
tucked under one of 
seats is a slide projector and 

Bart Rawson considers the mobile 
editorial unit an “immediate suc- 
cess.” 4< 


Rental Exhibit Plan 
Varied and Distinctive 


Exhibiting 
of purchase 


without the 
is a realistic possibility 
now with a new exhibit-rental plan 
introduced by The Tabery Corp., 
Angeles. 

Designed aS a 


necessity 


Los 
way out for the 
exhibitor or the exhibitor 
suddenly extra 
hibit for a time, the 
plan is outlined as follows: 


one-shot 


who needs an ex- 


short Tabery 
1. Each of the 


rental 
8x10’ 


available for 
backwall area of 


units 


has a basic 


2. A lighted header or canopy unit 
is provided which give general illu- 
mination for the backwall area 


3. Each that the 
it gets a complete repainting so that 
the exhibit is fresh and the 
dictated by the 
umpaign of the 


time unit is used 


color 
can be product or 
ad cz client 
Included in the 


these 


rental price of 
units is the identification on 
the header in surface 
following the client's 


S. In all cases, the 
quoted on the 


copy, usually 


logotype. 


exhibits are 
» basis of rental for the 


duration of the show. Price of the 


held in 


hand would 


jigger 
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“Fotosetter /Warwick Typography” 


PRESENTS PROOF WITH PERFORMANCE 


No delicate prima donna proofs here! 
Come grease crayon or paste pot, 
here’s a proof that can take it. 


Smear-proof 
The “ink” 


A true photographic proof 


is in not on the proof paper 


Smudge-proof 
fingerprints, pastels 


Wipes clean of ink, cement, crayor 


Damp cloth does the trick 


Durable —Tougher, heavier, easier to handle 


and work with in every way 


Wax-Back 


smooth, flawless paste-ups in jig time 


Eliminates rubber cement. Give 
Permanent 


and temporary positioning possible 


Send for Free Photographic Type Book 


Wa rwick « TYPOGRAPHERS. Ine. 


920 WASHINGTON AVE. e lL 1,MO. e PH 


OVERNIGHT SERVICE BY AIR. 


tay 


OF IDEAS 


PLAQUES 


F REE illustrated brochure has 
hundreds of original ideas for 
teasonably priced solid bronze 

plaques—namepistes, awards, 
imoniats, honor rolls, me- 
morials, markers. 


INTERNATIONAL BRONZE TABLET CO., INC: 


Dept. A-S7—150 West 22 St. 


ENTRAL 


RIGHT TO YOUR DESK 


QUALI SLY 
EKTACOLOR (‘c”) Prints 


8’ x Il 


available as 


PULLS 


low 


as $1.75 net over 100 prints 
WRITE NOW F R INF( 


Now 


IRMATION 
Write f 
8 


ure A 
f trophy medal 
cup ideas ask for 
Brochure B 


Ue S1ON 
CEWER-O-KEE PHOTOFINISHERS, Inc. 


ATHENS, TENNESSEE 
» New York 11 
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rental includes installation and dis- 
mantling. 


6. Prices for the balance of custom- 
ized treatment depends on how 
much copy panels, photos or art- 
work available from the client that 
can be used on the rental units. 
None is required from the client. 
All of it can be provided. 


A brochure showing a variety of 
currently available rental exhibits 
which can be obtained either singly 
or in multiple units is available. 
Prices range from $340 to $490 for 
each 10% of exhibit depending par- 
tially on the exhibit chosen and 
partially on the location. 


. for more details circle 509, page 127 


Hilarious Herman Ribs 
Hackneyed Sales Meetings 


A “sure cure” for a sluggish sales 
meeting agenda has been released 
by Rudy Swanson Productions, 
Appleton, Wis. 

Offering nine minutes of sound, 
color and solid fun, “Herman Holds 
A Sales Meeting” takes a whimsical 
ax to all the hackneyed situations 
found in the deadly-serious and 
stale sales meeting 

The 16mm film features night 
club comic Charlie Hansen, aided 


“Flounder Foundry’’ Company .. . Her- 
man J. Flounder IIl, with a case of ex- 
pense-account blues as seen in a new 
comedy film ribbing tried, true and dull 
sales meetings as staged by many com- 
panies. 


by a bevy of beauties usually seen 
only in Hollywood. The cast romps 
through a series of colorful scenes 
satirizing the yearly pep talk, the 
overloaded expense account, and 
voluminous weekly sales reports. All 
events are supposed to have taken 
place in the delightful, but entirely 
mythical, “Flounder Foundry” com- 
pany. 

“Herman Holds A Sales Meeting” 
may be obtained on a daily rental 
basis of $50 per day from Rudy 
Swanson Productions, 1616 Leh- 
mann Lane, Appleton, Wis. 44 


Band Wagon Provides 
Shows on Location 


A portable shell and stage unit 
for out-door locations has been de- 
veloped by the Wenger Music 
Equipment Co., Owatonna, Minn. 

Marketed under the name of 
“Wenger Band Wagon,” the unit 
opens up possibilities for taking 
musical groups, show acts, speakers, 
etc., to any outdoor event. 

It is composed basically of a set 
of risers that can be folded up to a 
flat stage on wheels, with a scienti- 
fically designed permanent shell at- 
tached to project sound with acous- 
tical precision. 

When fully unfolded, the standard 
unit has five elevations of 32” width 
each or 4 elevations of 48” provid- 
ing space and facilities for its use 
as a stage, a complete music shell 
or a reviewing stand in a matter of 
minutes. 

When completely folded up, the 
unit becomes an 8 wide flat stage. 
Length is from 20’ to 36’ in four- 
foot increments. The stage is 48” 
off the ground level. As riser units 
unfold in 4’ sections, one may be un- 
folded to be used as a stairway to 
mount platform, or a unit may be 
unfolded at each end of the stage 
for use as a speaker’s platform, style 
show, etc. 

It sets up and disassembles easily, 
and can be moved by hitching it to 
a car, or truck. When mobile, it 
folds in a road trailer, completely 
enclosed, and equipped with elec- 
tric brakes, stop lights, turn signals, 
clearance lights, license holder and 
ball hitch. The entire unit is 
mounted on a rugged steel under- 
structure with dual wheels. Over- 
all height is 12’; weight is approxi- 
mately 5,000 pounds. 

The Band Wagon provides storage 
space for chairs, music stands, etc. 
and has optional equipment. 

Complete details can be obtained 
from The Wenger Music Equipment 
Co., 118 W. Rose, Owatonna, Minn. 

44 
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New materials and new techniques are a constant factor in 


the sign and identification field, and admen must be alert. 


By Bette Macon 
AR Associate Editor 


Today’s prospective sign user is 
faced with a perplexing problem. 
Never before has he had such a 
wealth of materials and production 
techniques from which to choose. 

On the other hand, never before 
has he faced such tough competition 
in the dazzling array of signs that 
will be surrounding his. 

The advertiser in a shopping cen- 
ter needs a sign that will be easily 
identified from an _ approaching 
highway or parking lot, but once 
the consumer is “close-in” the sign 
must also compete with all the 
others in this comparatively small 
area. 

The advertiser on “Main Street” 
needs a sign that will help him com- 
pete with the out-of-town shopping 
center and every other store on the 
street. 

The object of it all the con- 
sumer — is beginning to show the 
same signs of satiation in his sales 
response toward signs as he has 
previously toward other advertising 
media. 

To meet the challenge, the sign 
field has perfected — in the last few 
years — materials that were virtu- 
ally unknown a few short years ago, 
plus an extensive array of atten- 


tion-getting effects for 


impact. 


consumer 


> The result is seen in the current 
trends covering the five major ele- 
ments of the sign field: 


1. Materials 
2. Design 
3. Color 
4. Lettering 
5S. Lighting 


1. Material Trends .. A wider 
use of plastics is being seen in the 
advertiser’s choice of fabrication. 
The material seems to be especially 
adaptable for use in either very 
simple or extremely complicated 
work. It is lightweight, offers bril- 
liance and permanence in color, and 
is usually maintenance-free except 
Other 
reasons advertisers cite for using 
plastic include: 


for an occasional cleaning 


© Dealer Through 
Design The advertiser can 
with the use of plastic identify 
his dealer in either a_ store-front 
sign or interior department unit 
with an exact facsimile of the com- 
pany’s logotype or trademark. This 
enables the company to tie in his 
sign program with the rest of his 
advertising program. 


Identification 


@ Better Daylight Visibility 


Plastic’s ability to be formed or fab- 
ricated for embossed and three-di- 
mensional 
permanent 


effects in bright and 
provides signs 
with top daylight impact. Since it is 
lighted internally, the old “morning 
after” look caused by exposed light- 
ing fixtures is fast disappearing. 


colors 


@ Larger Lighting Areas . . . Inter- 
nal lighting can give the plastic sign 
complete luminosity as well as 
highlight specific design areas. 


> Other materials important in the 
sign field because of texture, color, 
durability, or reflective appeal, in- 
clude: 
porcelain enamel on steel 
aluminum and aluminized steel 
stainless steel 


fiberglass 


2. Design Trends .. Unusual 
shapes and novel dimensional ef- 
fects are on the increase. The old 
standby shapes the box and rec- 
tangle are acutally now in the 
minority in their use as a single 
shape in a sign. Also on the increase 
are 3-D illuminated units. These are 
usually a combination of plastic and 
fiberglass with interior illumination. 
They are sometimes seen as a com- 
plete unit with copy panels, othe 
times as added to the regular sign 
face. Advertisers like the freedom 
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of design possible with these units 
and use them in miniature as inter- 
ior dealer identification as well as in 
larger-than-life sign fronts that can 


be seen from long distances 


3. Color Trends .. Th: 


brilliance and iIncreast d shade Varl- 


greatest 


ety is making fluorescent paints ex- 
tremely popula The re iS also an 
increased emphas! in the use ot 


gold, silvei 


position leafs for the reflective qual- 


aluminum and com 


ity these add to the sign face. The 
in back of the trend 
toward transparent paint on reflec- 
When the color is 


illumination 


same reason 1 


tive sheeting 
provided by alone, 
neon lighting continues to offer 
brightness and glamor in a range of 


colors 


4. Lettering Trends . . The fre 
design trend also seen in lettering 
styles. In add n to there being a 
much greater variety of letterin 
seems to be 

free-flow- 


ing scripts wl fit nicely into the 


een all around, ther¢ 


conside rable 


more versatile 
And they are igger all the time! 
The once 


nated letter on a store front is fast 


unique two-foot illumi- 


being nudged out of the 


picture 
with the increased need for stronge 
Store 


legibility at greate distance 


fronts, in shopping center areas, are 
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beginning to feature letters that are 
3, 4, and 5’ in size to attract fast- 
moving motorists on highways. 

Also on the increase are interior 
illuminated plastic letters. Letter- 
ing is also being used to put “more 
sell” in signs through changeable 
copy panels. The ability to change 
copy has resulted in an increased 
tendency to emphasize price-selling 
on signs, a trend that started during 
the recent recession 

The same period has also brought 
in a trend toward adding selling 
copy on changeable letter 
panels. While this was effective for 


these 


a while, competing advertisers have 
added 
larger and larger boards, more and 


in the last two years 


more copy. The final result, in some 
cases, is not only cluttered and con- 
fused, but builds up a visual resist- 
ance in the consumer toward read- 
ing anything more than a line o1 
two 


5. Lighting Trends . . Stiff com- 
petition in increasing attention val- 
ue and impact has made motion the 
big sign trend in 1959. To para- 
phrase a very popular “swinging” 
commercial ditty, if it doesn’t flash, 
blink, twinkle or turn, “it hasn’t got 
it!” 

According to some sign men at 
the recent Natl. Electric Sign Assn. 
show 1n Chicago, fluorescent light- 


+ SILKSCREEN + BOX EASELS & BINDERS 


with the line up 
of major league 
Art Directors, 
heads up 
production, 

and errorless 
teamwork at 
Rapid Art Service 
304 East 45th Street 
New York 17, N.Y 
MU 3-8215 


ing is edging neon out of the sign 
picture ... a statement that is hotly 
contested by the neon representa- 
tives. 

However, the fluorescent tube 
probably is on the increase since it 
is excellent for illuminating the 
very popular translucent and trans- 
parent plastic signs. Floodlighting 
store fronts with fluorescent tubes is 
also on the upswing. 

Neon is holding its own with its 
own brand of brilliant lighting 
shaped to express the advertiser's 
message. While it cannot illuminate 
the wide areas offered by interio: 
illumination with fluorescent, it is 
popular for “motion messages,” and 
is very effective when teamed up 
with sign materials offering special 
textures and sheens. 


> All these developments are also 
showing up in door, window and 
interior signs. The emphasis on at- 
tention impact through better de- 
sign, brighter colors, and heaviei 
selling is reflected in these “close- 
in” identification units 


@ Decals ... bright, frequently flu- 
orescent, the decal is becoming in- 
creasingly important as a “close-in” 
method of increasing store traffic 
The big news in this field is the 
permanent but waterless pressure- 
sensitive decal developed to insure 
longer viewing life on the door, 
window, counter, etc., plus easie1 
application. Also interesting is the 
development of transparent-back- 
ground pressure-sensitive decal for 
placing on glass. 


@ Interior identification signs 
interior illumination is making 
these signs increasingly popular as 
night-lights, giving the advertise: 
24-hour coverage from the street 
These units 


have benefited tre- 





mendously from the developments 
in sculptured, 3-D units and are 
frequently excellent traffic flow at- 
tracters 


> Future developments in the sign 
field include 


e Electroluminescent lighting 

the first practical production of 
glowing sign panels without lamps 
or sockets above or below the sur- 
face was announced by the Mille: 
Dial & Name Plate Co., El Monte, 
Cal., on March 16, 1959 


® Design integration . Since 
many of these store front signs have 
been designed to camouflage old- 
style architecture, retail stores 
throughout the country are begin- 
ning to present out-dated appear- 
ances mainly because of their com- 
petitor’s new sign desig So 
important has this phase of the sign 
field become, the NESA has pre- 
pared a folder for distribution to 
architects. Future buildings, it 
would seem, would tend to have 
store-front and store-sign consid- 


ered as a single over-all unit 


@ Material and Lighting Combina- 
trons With the inceasing de- 
mand for “something different” in 
the sign field, sign designers feel the 
effective sign of the future will re- 
sort to more combinations of ma- 
terials for unusual effects. The re- 
cent NESA Design Competition 
brought in entries that left no doubt 
that the key to the future of the 
electric sign business lies in the ef- 
lective employment ol varying illu- 
mination effects and a much wide 


variety of materials 


> Specific sign developments 
available to the advertise 
follows 


Sign Units 


e Plexiglas This acrylic plas- 
tic material is made by Rohm & 
Haas Co., Washington Square, Phil- 
adelphia. Units are translucent and 
designed for interior illuminatior 
Plexiglas can be formed or fabri- 
cated for embossed and _ three-di- 
mensional effects. The free-forming 
ability of the material makes it pop- 
ular for dealer identification pro- 
grams as well as location units 
showing the company name spelled 
out in Plexiglas letters 


© Multiplastics these units are 
of plastic reinforced fiberglass and 
manufactured by Multiplastics Div 
Curd Enterprises Inc., Addison, III 
Available in either corrugated o1 
flat-face backgrounds, the Multi- 


plastics signs have interior illumi- 
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Congratulations ! | Thanks, Boss, the field 
You’re getting up a lot | men all like Meyercord 
more signs, Bill! “no water” Pressure 
Sensitive Decal Signs. 


MEYERCORD 


eh) ae 
mom) We ae A DRY 


In 1958 ...hundreds of Point-of-Sale 
advertisers adopted Meyercord 
PRESSURE SENSITIVE DECAL SIGNS 
«+.we predict hundreds more will 
switch to them in 1959... because 


they'll say “goodbye forever” to decal water appli- 
cation problems... the bucket and sponge become 
obsolete. 


they’re easily and quickly applied ... yet as durable 
and long-lived as any decal sign ever made! 


experience shows field men “get more of them up.” 


this new concept in Point-of-Sale decal signs is the 
product of Meyercord research .. . a decal sign of 
proved performance and appearance, manufactured 
by the world’s leader in decalcomania! 


Pressure Sensitive Decal brochure. Write today! 


the MEYERCORD co. 


Dept. H-207—5323 W. Lake Street, Chicago 44, Illinois 
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nation, and are spray-painted from 
the inside with acrylic base paints. 
The extruded aluminum 
minimizes maintenance: 


framing 
copy can 
be ordered in script on 


block letters. 


- for more details circle 538, page 127 


embossed 


® Texlite Signs Almost every 
type and kind of sign that can be 
fabricated from porcelain enamel or 
plastic and combinations of the two 
materials are available from Texlite, 
Dallas, Tex. Sign letter possibilities 
from this company include porce- 
lain enamel flat and convex letters, 
neon, and plastic 


for more details circle 539, page 127 


. Custom-Designed Dealer Units 

. trademarks or logos in Plexiglas 
dealer units are manufactured by 
Geeco Inc., St. Joseph, Mo. Bodies 
are of lifetime aluminum; lighting 
is by Slimline fluorescent lamps 
The units are available with em- 
bossed faces and wafer-thin bodies. 


for more details circle 540, page 127 


@ Hanover 
face plastic signs are manufactured 
by Hanover Neon Electric Corp., 
Columbus. Backgrounds are avail- 
multifacet, and 
smooth textures. The sign frames 


these embossed- 


able in corrugated 


ire of heavy gage steel with gray 


METAL 


SIGNS 


OF MODERN 
CREATIVE DESIGN 
DELIVER 
TREMENDOUS 
SALES IMPACT 


enamel finish. Illumination is pro- 
vided by Slimline lamps; faces are 
easily removed for 
and maintenance. 


lamp service 
Also available 
from this supplier is a single-face 
sign that can be ordered up to 72” 

high and as long as desired. 
for more details circle 541, page 127 


© ‘60 Line Interior Units . . . Plexi- 
glas dealer signs with more light 
transmission are manufactured by 
Mulholland-Harper Co., Philadel- 
phia. The units are available in 
single-face designs that transmit 
light in three directions or double- 
face models which transmit light 
through four sides. They can be 
ordered in an unlimited range of 
translucent acrylic paint colors. 
Three standard widths ranging from 
24” to 48”, are available. All are 
11” high. 

for more details circle 542, page 127 


® Sculptured Signs three-di- 
mensional facsimilies of lightweight 
fiberglass reinforced polyester are 
available from Sculptured Advertis- 
ing Inc., Minneapolis. The units are 
available in translucent for interior 
illumination or opaque finish. They 
can be ordered as complete sign 
units or as a part of another sign. 
This method provides realistic “life- 
like” reproductions of any product 


Silk screened in 9 transparent colors over entire 50 ft. of 


‘Scotchlited’ surface for advertising night and day. This 


ATA 


LOWER COST 
than any other medium! 


For low cost selling, no medium excels these 
metal Roadside and Point-of-Purchase Signs 
produced the attractive GRACE way. They're 
tops for high readership, advertising wallop 
and night and day attention value. Silk 
screened in GRACE long-lasting paint 
enamels on aluminum or steel... plain or 
refiectorized as you desire. Use our modern 


5 ft. x 10 ft. Highway Sign is a real stopper! 


ey Tm 


the distinctive soft drink 


or logotype in an unlimited size 
range. 


- for more detoils circle 543, page 127 


© Diversa-Signs changeable 
copy boards with key-lock arrange- 
ment and flanged letter blanks are 
manufactured by Diversa Mfg. Co., 
Willoughby, Ohio. The units can 
be ordered in 4, 6, and 8-ft. lengths 
and are made of aluminum. The 
aluminum letters are 442” high and 
the key-lock keeps them in place 
until unlocked. The entire unit is 
available in a wide range of color 
combinations. 

- for more details circle 544, page 127 


@ Dealer Steel Box-Type ...a 
three-dimensional steel box-type 
sign is manufactured by The Stout 
Co., St. Louis. It can be ordered in 
a variety of shapes, and illuminated 
with gooseneck lighting equipment. 
The unit has been designed to stim- 
ulate the illuminated plastic sign. 

. for more details circle 545, page 127 


© Wagner Copy Boards .. . change- 
able copy boards for dealer-sell are 
manufactured by Wagner Sign 
Service Inc., Chicago. The boards 
are available in Enduronamel panels 
or Wagner frames and glass models. 
The letters are available in trans- 
lucent plastic in five sizes and colors 
or slotted aluminum letters in a 
large range of 
colors. 


styles, sizes and 


- for more details circle 546, page 127 


Sign Materials 


© Porcelain Enamel . As a sign 
finish, this material provides long- 
lasting brilliance of color in an al- 
most unlimited range of shades 
Porcelain enamel signs are not lim- 
ited in shape or design. Small signs 
for interior use and small deale: 
identity units are usually economi- 
cal since they can be made by mass 
production methods. The large one- 
piece units are limited in size only 
by the size of available metal and 
the ability or convenience in han- 
dling. Very large units or individ- 
ual letters are made in two or more 
Mainten- 
ance seems to be confined to an 
occasional washing. Help in plan- 
ning a porcelain enamel sign, and 


sections and assembled. 


These 12” x 30” Baked Enamel Signs are important 
REMINDERS at the sales point. They insure 
REPETITION .. . repetition of your product name! 


creative designing service. It's FREE. 


YOUR CLIENT'S BEST BUY ARE 


a list of suppliers is available to 
advertisers from the Sign Division, 
Porcelain Enamel Institute, Wash- 
ington. 


. for more details circle 547, page 127 


SIGNS... over 40 YEARS OF KNOW-HOW 


GRAC 


e Filon Fiberglass Panels . . . trans- 
lucent fiberglass sign panels are 
manufactured by Filon Plastics 
Corp., El Segundo, Cal. These pan- 


Send for The 


SIGN & MFG. CO. 
3601 S. SECOND ST. 
ST. LOUIS 18, MO. 


Catalog 
in Full Color 
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PROVED... 
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FADE-PROOF 
WATERPROOF—EXTRA WHITE 


NO HARMFUL SHRINKAGE 


SS ee 


TRUCK SIGNS, BUMPER STRIPS 
TAXICAB DECORATIONS 


APPROVED 


by Advertisers and Dealers 
for Long-Lasting 


OUTDOOR DISPLAYS 


PRODUCT NAMEPLATES, AUTOMOBILE GAS PUMP STICKERS, WALL POSTERS, 
EMBLEMS, INSTRUCTION LABELS 6:3) CEALER SIGNS 


Ahh tLe 


VINYL PLASTIC 


Get these VINYL-STIK “EXTRAS” Heres the MODERN MATERIAL 
on all your OUTDOOR DISPLAYS for outdoor signs—combining the peel-and-press 


convenience of Kleen-Stik with the rugged durability 
x IMPERVIOUS to water, sun, heat, of vinyl plastic! Made of tough, flexible Firestone 
most oils, grease, salt, acids 


“Velon’’, backed with extra-strong Kleen-Stik 
* EXTRA-WHITE for sharp visibility adhesive that sticks tighter and longer on practically 
* ECONOMICAL and easy to print any surface. When your merchandising plans call 


Fi signs ae ) Clee 3 ik ’ NYL-STIK! 
& NO SHRINKAGE or expansion on for outdoor signs, call for Kleen-Stik VI 
location 


ie LEE R= Ss Ti -rovvc 


KLEEN-STIK will be glad to send samples, ideas and com- Pioneers in Pressure-Sensitives for Advertising and Labeling 
plete information on VINYL-STIK direct to you— or to your 7300 WEST WILSON AVE. ® CHICAGO 31, ILLINOIS 
Printer, Lithographer, or Silk Screen Printer. WRITE TODAY! Plants in Chicago, Newark, Los Angeles, and Toronto, Canada. 
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ELECTRO 
MOTION 
TURNTABLES 


DEPENDABLE 
MOTION FOR 
YOUR PROMOTION 


lower 


motion t 
jectrically, t 


nte 
lified 
Pauantity disco 


_ 150lb. load 
: 150 invited 


*% Compare price 
% Look for Underwriters tabel 
% Demand ‘dependable Electro-Motion 


WRITE FOR COMPLETE CATALOG AND PRICES 


ELECTRO-MOTION CORP. 


ind ‘ gaa creel) 


FAITHFUL 
TRADEMARK 
REPRODUCTION 
IN ILLUMINATED 
PLASTIC 


SIGNS 


signs of 
success 


eV 


Knoxville,Tennessee 
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els are shatterproof, weatherproof 
and will not crack, warp, or buckle, 
or rot. They are available in white 
or a wide choice of built-in colors. 
Background surface can be corru- 
gated or smooth. Uniformity of 
thickness and color provides good 
translucency for all lighting effects 

for more details circle 548, page 127 


® Cadco Sign Sheet extruded 
acrylic corrugated in various shades 
of white and other colors is avail- 
able from Cadillac Plastic and 
Chemical Co., Detroit. The mate- 
rial is resistant to weathering and 
wind: retains its color and finish. 
It has good light reflecting and 
transmitting qualities; and the flat 
tops of the corrugation provide 
easy letter attachment 


for more details circle 549, page 127 


Decals 


® Meyercord 


waterless, 


Pressure-Sensitives 
pressure-sensitive 
decals with permanent adhesion are 
available from Meyercord Co., Chi- 
cago The decals can be obtained 
with the either the 
face or the reverse of the design 


adhesive on 


for installing on the inside or out- 
side faces of a window or doo 


for more details circle 550, page 127 


e Transparent Scotchcals an 
adhesive-backed, transparent film 
for signs has been introduced by 
Minnesota Mining and Mfg. Co., St 
Paul. The new film is flexible and 
versatile. It can be printed by off- 
set, letterpress or screen process, 
straight or reverse 


for more details circle 551, page 127 


Lighting 


e VHO Lamps 


D1 


a lamp giving 
2» times as much light as ordinary 
fluorescents with no change in shap¢ 
or size has been developed by Syl- 
vania Electric Products Inc., Salem, 
Mass. The lamps have pressure con- 
trol center “cool spots at each end 
for higher loading possibilities.” 
They are considered effective for 
both indoor and outdoor applica- 
tions 
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@ Sparkle-Lite Ray Bulbs 

Plexiglas light bulbs for sign us¢ 
are available from Electrical Dis- 
play Manufacturers, Winters, Tex 
They are reported to be unbreak- 
able. They are non-filament bulbs 
and reported to be proof against 


hail and burning-out 


They are 
available in crystal clear or a vari- 
ety ol colors 
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® Criss-Cross Neon ...a new ac- 
tion idea for color neon lighting has 
been developed by the Corning 
Glass Works, Corning, N. Y. Blend- 
ing the color by criss-crossing neon 
tubing as fill-ins for letters or sym- 
bols provides an effective twinkling 
effect. Further information may be 
obtained from neon sign makers. 


Lettering 


® McAx Custom-Made Letters 

standard width, gothic letters with- 
out patterns are available in a new 
service by McAx Corp., Dallas, Tex 
A sign-lettering service for 
panies with limited layout 
ties, the McAx 
stock patterns to use for 


com- 
facili- 
service supplies 
making 
the layout while the letters are be- 
ing made up. The letters are avail- 
able in an unlimited range of colors 
in porcelain, stainless or combina- 


tion of both. They are made in 
channel or reverse channel and in 
10 sizes ranging from 12” to 48” 


for more details circle 554, page 127 


@ Spanjer Raised Letters 


design 


stock 


letters in wood, metal o1 
plastic are available from Spanjer 
Brothers, Chicago. Finishes include 
polished aluminum, baked enamel, 
or bronze 
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Motion 


@ Roto Beam Light 
beacon light of 


a revolving 
satin-finish alu- 
minum has been developed by the 

Div., Marshman_ En- 
Yerkes, Pa The cast 
acrylic plastic lenses are 


Roto-Beam 
terprises, 
available 
in blue, green, amber and clear. A 
specially-plated, high gloss reflec- 
tor revolves 72 times a minute. Thi 
unit is 12x6”: weighs 4 lbs 
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@ Time-O-Matic Flashers 
tom-made lighting action i 

able in a line of flashers from Time- 
O-Matic Inc., Danville, Ill. The 
flashers can be used in a variety of 
applications for dramatic 
effects 
Speller 
flasher, 


lighting 
A typical example, using a 
Flasher and a scintillation 
would show the background 
wiping and letters silhouetted; the 
vipe-on complete with the letters 
scintillating; the background wiping 
off leaving only the scintillating let- 
ters 


for more details circle 557, page 127 


@ Telesign System an illum 


nated, traveling message system fo 


both interior and exterior sign uses 





is available from Naxon Telesign 
Corp., Chicago. The units are visi- 
ble in daylight, and message panels 
can be hung on building walls, be- 
tween windows or floors, and the 
controls provide for flexibility of 
copy; quick-changing messages; re- 
mote or local control. 


- for more details circle 558, page 127 


® Roe Revolving Units . a re- 
volving sign device with built-in 
wind adjustments is available from : 
Ree Mie Ca. Seattle Wash. There tion” includes dramatic new packages, attractive new 
are five units in the Roe line; all 
are wind tunnel tested; guaranteed : E . a 
io: shan: Of Wind ‘velacity ic ever @ 7 7 diser — designed by Carl T. 
mph 


Max Factor’s formula for its 50th Anniversary ‘Sellebra- 
prices — “Sellectively” displayed in a full line merchan- 
Mason Company, Inc., pro- 


duced by KCS. Result — 


thousands of dealer place- 
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@e Reco Flashers . A complete 
line of flashers, controls and timers : ; f hitiy ? 

‘ ee 1d ee ments and whopping sales. 
is available from Reynolds Electric ce si Ad ( a - pping s¢ 


Co., River Grove, Ill. Included in , sigs ©" - So, if you want to “Selle- 
the sign actions are “on and off brate” or just sell products 
cycles, alternating sides, traveling 


borders, color changing, spelling, a a, — call KCS to help put the 
ete. “push” in your next 
. for more details circle 560, page 127 


promotional 
©@ Roto-Mount a revolving unit campaign. 
lor converting stationary signs into 
motion is manufactured by A&W 
Products Inc., Santa Monica, Cal. 
The complete unit is self-contained 
and has a device for permitting the 
sign to weather-vane when winds 
get to dangerous velocities. 
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@ Sign Chopper a device for a 
flasher action for neon illuminated 
signs has been developed by the 
Sign Chopper Co., Chicago. Lighting 
action is “bright,” “dim,” etc. with 
no blank-out “off” period 


. for more details circle 562, page 127 


e The Goodnow Speller a Va- 
riety of spelling actions in various . 
“1 an 
speeds is available in this unit from ; 
the Goodnow Industries Inc., Phoe- ee KCS 


mr en 
nix, Ariz. The unit consists of ano- —_ 


poe" KIRBY-COGESHALL-STEINAU CO., INC. 
dized aluminum tube and drums a 


610 E. Clybourn St., Milwaukee 2, Wis. 
with molded tenite butyrate plastic 


laces 
for more details circle 563, page 127 , 
bE i, FROM NNOTS 
e The Tel-A-Flasher an in- 
candescent unit of aluminum tube, 
drums and plastic letters with a 
spelling-out lighting action, is man- 
ufactured by the Electrical De- 
velopment Co., Phoenix, Ariz. The 
letters of vacuum-molded, raised 
plastic discs are fitted over the out- 
side edges ol the drums The sign 
is double-faced and the full lighting 
cycle is individual letter lighting 


WITHA $etchmadcgter: 


An ordinary ring binder that we h : a yabie 
selling tool if sets-up and takes-dow C 

Its simplicity makes its inexpensive. Carried in stock. Als 
00s of other items 


SEND FOR FREE FOLDER! 


in spelling sequence until all are 
lighted, the entire message flashes 


off, on, off and spelling sequence 


Ss. "a Vue 1708 WEST WASHINGTON BLVD. 
ales ‘o0ld, ‘ 


CHICAGO 12, 1C LIN OUS 
SOCHHSSSSHSSSHSSSHOHSSHSSHSHSSSHSSHSHSSHSSOSSHSSHSSSSHSSESEEESE 
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repeat 
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Selectivity Pays Off ... 


More Agency Men 
Visit POPAI Show 


Spirits were high at this year's 
Point-of-Purchase show at Chi- 
cago’s Palmer House. The exhibi- 
tors seemed well pleased with the 
quality of the people who stopped 
by their displays. The increased se- 
lectivity of the sponsor, the Point 
of Purchase Advertising Institute, 
seemed to have paid off. Only le- 
gitimate buyers were admitted. 

Some exhibitors commented on 
the increased proportion of agency 
people who had taken time to go 
through the exhibit. While a few 
felt that this watered down the 
show somewhat, the majority saw 
it as a reflection of the increasing 
interest of agency people in the me- 
dium. 

Three rooms at the Palmer House 
were filled with the colorful, ani- 
mated, illuminated, three-dimen- 
sional displays coming out of the 
leading producers represented. Here 
are some of the items, not all of 
them necessarily new, that caught 
the eye of AR’s editors. 


® Neon Products Inc., Lima, Ohio 
A file folder on illuminated 


signs contains 


illustrations 
and descriptions of vacuum-formed 


signs that do special jobs 


color 


. » « for more details circle 566, page 127 


@ Majestic Creations Inc., Wood- 
ete. e.. 3s . A folder “Ideas 
Make Sales” illustrates 25 displays, 
divided into seven idea categories, 
including “Ideas with Animation,” 
“Ideas that Facilitate Self-Serv- 
ice,” and “Ideas that are Ready 
Made.” 


. » for more details circle 567, page 127 


®e Carter & Galatin, Chicago 
A leaflet 
triple 


outlines the company’s 
assurance plan to revitalize 
point-of-salesmanship. This in- 
cludes sales tools, sales training, and 
refresher courses. 


. -« for more details circle 568, page 127 


e Eye-Beam Displays Inc., Milwau- 
kee ...A leaflet itemizes 12 ad- 
vantages of paper displays which 
gain rigidity through their patented 
mounting methods 


..» for more details circle 569, page 127 


@ Progress Lithographing Co., Cin- 
cinnati . A catalog illustrates 
continuous display 
and corrugated 


rolls, pennants 
strips. The 
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con- 


tinuous display rolls can repeat a 
40” design in up to six colors, an 
80” repeat in two colors, and 160” 
in one color. The booklet also illus- 
trates the use of these materials. 

. . » for more details circle 570, page 127 


e Transparent Advertising Corp., 
Flushing, N. Y. A file folder 
contains a selection of samples of 
this company’s self-adhering signs 
on transparent stock. 


. » « for more details circle 571, page 127 


© Haft & Sons Inc., Brooklyn 
For a sound system that operates 
at the point-of-purchase, this rec- 
ord speaker combination is offered. 
The small speakers may be con- 
cealed inside packages, so that the 
message is intimately connected 
with the product. Details are avail- 
able. 

. « « for more details circle 572, page 127 


® Indiana Wire Specialty Co. Inc., 
Indianapolis A folder, “Yours 
for the Asking!”, shows how wire 
displays can be developed to meet 
many needs of manufacturers. 

. « « for more details circle 573, page 127 


@ Kleen-Stik Products Inc., Chi- 
cago... “101 Stik-triks” is a book- 
let which lives up to its name. It 
contains a collection of actual ex- 
amples of outstanding p.o.p. dis- 
play and labeling ideas using pres- 
sure sensitive material. 

. » . for more details circle 574, page 127 


© Reyburn Mfg. Co. Inc., Royers- 
ford, Pa. A booklet illustrates 
the varied uses that can be ob- 
tained with the company’s con- 
tinuous roll display material. 

« «+» for more details circle 575, page 127 


@ Hollywood Banner, New York 
; A simple folder, “He has his 
Problems,’ shows how manufac- 
turers can gain valuable display 
space through the use of advertising 
banners. 


. «+» for more details circle 576, page 127 


@ Magill-Weinsheimer Co., Chicago 

A two-color folder takes you 
on a tour through this plant, show- 
ing the production of a p.o.p. dis- 
play piece. 


. « « for more details circle 577, page 127 


@ Gibraltar Corrugated Paper Co. 


Inc., Jersey City .. . The company 


offers a catalog of stock display 
specialties especially useful for 
spring and summer. 

. «+ for more details circle 578, page 127 


Giant Sign Typewriter 
Offers Individual Imprint 


A giant typewriter that can indi- 
vidually imprint via silk screen has 
been introduced by General Re- 
search & Supply Co. 

Printing individual letters, the 
imprinter will accommodate three 
stencil sizes, making possible alpha- 
bets in various sizes, each handling 
the full 26 letters plus ten digits and 
five punctuation marks. It can han- 
dle signs up to 48x72” — printing a 
single line as long as 72” on signs 
made of metal, plastic, fiberboard, 
wood, cardboard, Scotchlight, de- 
cals, nameplates, etc. 

It is operated easily by one opera- 
tor through a hand-lever, push but- 
tons, and dials. A letter space cal- 
culator furnished with the imprinter 
computes the proper alinement of 
the sign bed to assure perfect cen- 
tering of any individual imprint. 

Suggested applications for its use 
include highway signs, posters, and 
personalizing stock signs for stores. 
The imprinter will handle black or 
colored inks, fluorescents, metallics, 
opaque white. Imprinting can be 
done in either straight copy or in 
reverse as required. 

Complete information is available 
from General Research & Supply 
Co., 572 S. Division Av., Grand 
Rapids, Mich. a4 


Glow-Namel Sign Blanks 
Provide Impact Via Color 


Spotlighted sign blanks with hot 
sprayed enamel fluorescent back- 
grounds have been introduced by 
The Yarder Mfg. Co., Toledo. 

Marketed under the name of 
“Glow-Namel,” these sign blanks are 
available in all gages and sizes and 
in your choice of “screaming” yel- 
low, green or red. 


. . « for more details circle 579, page 127 


Go ahead and have lunch, Sam, 
want to finish this martini first 





For product promotion in exhibits and display rooms 
Plexiglas 


Are you looking for dramatic ways to attract atten- 
tion when your products are on display? PLEXIGLAS® 
uerylic plastic offers almost unlimited possibilities 
in exhibit and showroom uses. 


With transparent PLEXIGLAS, you can have models 
and product demonstrators that give a clear view 
of internal parts and their operation. PLEXIGLAS is 
highly resistant to breakage— useful for display cases, 
background panels, protective guards and partitions. 
In translucent colored form, PLEXIGLAS can be back- 
lighted for completely luminous, attention-arresting 
settings and signs. The applications shown above 
are just a few of the many exciting ways that 
PLEXIGLAS can help you in product promotion. 


Whatever your specific exhibit and display require- 
ments—get in touch with your Authorized PLEXIGLAS 


Dealer for helpful advice. He has complete stocks of 
flat, corrugated and patterned sheets . . . erystal- 
clear and in translucent or transparent colors. He is 
listed under PLEXIGLAS in the Plastics section of 
telephone directories in major cities. 


In Canada: Rohm & Haas Co. of Canada, Ltd., West Hill 
Crystal Glass & Plastics, Ltd., Toronto 


C/ / 


rd ROHM & HAAS 
COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


CALL YOUR AUTHORIZED PLEXIGLAS DEALER 


PROMPT DELIVERY * TECHNICAL ADVICE 


¢ FULL RANGE OF SIZES AND COLORS 
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ATTENTION -GRABBERS! 


HANOVER PLASTIC SIGNS i 
gees 


mE 


'\ Deshler HILTON 


eS Sie , 


illuminated Display 
Is Self-Mailing 


A new low cost illuminated dis 
play has been developed by Amer- 
ican Mounting and Finishing Inc 

“Display-Pak” is packaged com- 
plete in a mailing tube with chassis, 
changeable messages, flasher and 

light bulb. Both sides of the unit are 
Hanover plastic signs often are used 
illuminated, allowing two entirely 
as primary advertising tools. : - 
different messages on each display 
‘. side of approximately 14x10”. 
o_o ve 
Small or large they do the job you ask of them. «Ags ge gage. aa ga 
Hanover plastic signs give you a head Any number of panels can be linked steady-burning cord or two-second 
Start in competition for the customer's to form a sign of any desired length flasher for 
eye. They work harder for you. To put “Lock-Light” seams are snug-fitting silk 
this extra “pull” in your signs, we do There are no gaps for raw light to spill 
unusual things with plastic through. No cemented seams or double 
For example, on our unique pre thicknesses to cause distracting S : 
” et a Se re eee oe : Complete information and prices 
copy and background pattern are shadows in the finished sign. Seams are : 
are available from American 
vacuum - embossed simultaneously in virtually invisible in an installed sign 2 I I 
sheets of plastic as big as 4’x10’. The Another important division of Han- Mounting and Finishing Inc., Dept 
letters are sharp, clean, truly three over’s service is small plastic signs 4, 715 Carnegie Av., Cleveland 14 
dimensional. They are embossed a full They are used for point-of-sale dis- 4 
quarter-inch above the corrugated or plays anc for 
multi-facet background. Made this 


animation effect. Eithe 
screened or printed wrap- 
around message banners can be 
used in the Display-Pak. 


demarcation of sales 

areas. Many businesses use them as de 

way, Hanover signs actually improve partmental and directional signs J-A-K Mobile Floorstands 
the qualities which make acrylic plastic Which Hanover service fits your sign ‘ 

so well-suited to sign-making. Lumi program best? Let us tell you about all Illustrated in Folder 

nosity and legibility are better. Color of them 


Estimates and recommenda- 
effectiveness is increased tions 


are free. Write for complete in- Merchandise on display, while on 
Hanover’s exclusive “Lock-Light’ formation. Hanover Neon Electric the move, is a reality with the mo- 
seam makes big plastic signs more Corporation, 767 N. Fourth St., 


bile display floorstands introduced 
practical and more attractive than ever Columbus 8, Ohio. 


by J-A-K Displays Inc., St. Louis 
The stands are streamlined in de- 

' sign and enable the retailer to load 

HAN SV - RQ the merchandise in the stockroom 
af ... that’s a good sign and wheel it directly to the selling 


¥ 


*Patent applied for 


point. Re-stocking is handled the 
same way, removing aisle clutte: 
Additional advantages include self- 


service promotions even when shelf- 
space is all taken, and maneuver- 
18 more th an ability when store traffic shifts 
. . .. for more details circle 565, page 127 
just a word 
at Lake Shore 


Outdoor Design Problems 
.il’s people in action, giving you the Shown in Reference Book 
finest service available anywhere 

on these services you need: A fine reference book of “Out- 
door Advertising Design” and _ its 

3M PRE-MADEREADY ELECTROTYPES problems has been published by 
REILLYTYPES - REILLY PLASTICTYPES General Outdoor 

R.0.P. COLOR NEWSPAPER MATS Chicago. 

ENGRAVING SERVICE DEPARTMENT Authored by GOA art director, 
William Miller, this book carries a 
variety of nationally-known outdoo: 
displays through all the steps of 
idea, word copy, layout, and art 


TO HELP YOU PLAN ... ask for our new folder “Put More ‘Pull’ in Your Sign Program.” 


Advertising Co., 


SEeley 8-1010 


LAKE SHORE ELECTROTYPE DIVISION « 1224 W. Van Buren « Chicago 7, lil. 
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Abundantly illustrated with ac- 
tual examples of good and bad post- 
er design, the book outlines almost 
every conceivable poste! problem 
including ways to handle a.large 
amount of “must” copy insisted 
upon by the client 

In judging outdoor designs, Mr. 
Miller offers five basic values which 


eood post« should POSSeSS 


1. attention 


Designed as a “little encyclo- 
pedia” of day-to-day creative and 
production proble ms, “Outdoor Ad- 
vertising Design” contains chapters 
on comple xX COpy solutions, evolu- 
tion of a layout, design patterns, 
and lettering n addition, it ex- 
plains and ates special treat- 


= 


ment of the painted bulletin, r« 
ating cl yuts, an animated spec- 
aculars , 


Additional information can be ob- 


vertisins ; 515 ~ ,0omis St 
Chicago 44 


Designs That Sel/ 


STOUT SIGN 


potty arr? 
6425 WEST FLORISSANT AVE., ST. LOUIS 22, MO. 


the Four Greatest... 
ained trom ral itdoo! Ad- r€ en ly publishec 


jreate 


Inside Americas happiest dogs ! 


THE CHICAGO 
SUNDAY TRIBUNE 


William Miller, author of ‘‘Outdoor Advertising 
seneral Outdoor Advertising Co., thinks these two f 


4 


t ever created. He explains why in hi utstanding t 


through REPETITION... COVERAGE. ..LOW COST 
... COLOR... and POINT-OF-PURCHASE ACTION 


Metal signs allow advertisers to cash in on all other promotional efforts 
offering constant repetition pin-pointing coverage insuring the 
most efficient cost per 1000 ratio... presenting the product and sales 
message in eye catching color... and telling prospects where to buy 


If you want more information, write today. 
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type is the face you turn to the public 
face 
face 
face 


face 
face 


face 
face 


AKRON, OHIO 
ATLANTA, GEORGIA 
H McArt 


BALTIMORE, MARYLAND 


BOSTON, MASSACHUSETTS 


BUFFALO, NEW YORK 


CHICAGO, ILLINOIS 


CINCINNATI, OHIO 


CLEVELAND, OHIO 


COLUMBUS, OHIO 
YT Ty 


DALLAS, TEXAS 


DAYTON, OHIO 
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isly important 


DENVER, COLORADO 
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DETROIT, MICHIGAN 


INDIANAPOLIS, INDIANA 


KALAMAZOO, MICHIGAN 


LOS ANGELES, CALIFORNIA 


MILWAUKEE, WISCONSIN 


w Pre 


MINNEAPOLIS, MINNESOTA 


NEW YORK, NEW YORK 


NEWARK, NEW JERSEY 


Pr 


kCo., In 


PITTSBURGH, PENNSYLVANIA 


& Wardelr 


PHILADELPHIA, PENNSYLVANIA 


jrapr Serv . 
PORTLAND, OREGON 
».G Adcratter 


ROCHESTER, NEW YORK 


ter Monot 


ST. LOUIS, MISSOURI 


rwick jrac 


SEATTLE, WASHINGTON 
Frank} aftrey 
TORONTO, CANADA 
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As American corporations are di- 
versifying, through expansion, 
through merger, through purchase, 
corporate identity becomes more 
and more difficult to maintain. Each 
entity which makes up the enlarged 
organization has generally had its 
independent existence. 

To build its individual recogni- 
tion among its customers, each com- 
pany has spent much effort in de- 
veloping a trademark that reflects 
its product, its market, its corporate 
personality. But when the company 
becomes a division of a_ larger 
grouping, there is a conflict. How 
do you maintain the values of an 
old mark which has achieved rec- 
ognition, and yet add the values of 
the new corporate structure? 


> A good example of one way in 
which this problem has been solved 
is the recent trademark develop- 
ment for U.S. Industries Inc. Under 
the direction of industrial designer 
Gerald Stahl, New York, a com- 
plete program of new trademark 
design has been adopted. 

Mr. Stahl has based his thinking 
on a concept he calls a “design slo- 
gan” — graphic symbolism above 
and beyond a good trademark, cor- 
porate signature and corporate 
colors. The purpose is to achieve 
instant recognition, so that even if 
a trademark or lettering cannot be 
seen or read, anyone knows instant- 





ly who the company is and what it 
stands for. Mr. Stahl’s contention is 
that a design slogan is readily ad- 
aptable to all industrial corporate 
media, while a trademark, as excel- 
lent in design as it might be, is not. 


> U. S. Industries is a combination 
of fourteen separate divisions, 
which cover a wide range of indus- 
trial activity. Various divisions en- 
gineer, produce and service such 
diversified equipment and products 
as water tanks, electrical fittings, oil 
well pumping equipment, heavy- 
duty engine lathes, milling ma- 
chines, stainless steel cookware. 
electronic components and control 
systems for high-speed aircraft and 
guided missiles, and others as well. 

Instead of an assortment of mis- 
cellaneous and widely different 
trademarks, USI now has a new 
corporate identification plan, which 
links the marks of all divisions into 
a single but versatile scheme, dom- 
inant and striking. 


> To introduce the new design, and 
to make sure that it was handled 
consistently by all divisions and 
lower echelons, a two-color booklet 
was produced, going into consider- 


Birds of a Feather Each division ha 
its own distinguishing mark, but they all 
belong to the same family 


A TRADEMARK 
TO UNIFY 
A COMPANY 


When a collection of assorted 
trademarks grows up as 

a company diversifies, 

it takes a complete program 
to create unity of design. 
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Corporate Mark There are 
WITH the mark when used by the pa 


without the name spelle« 


SCREEN | sg 
— ; 
MIND! , 2! . 5. Industries. 


ae- 


able background on the mark’s The new USI symbol was 
selection, and into even more dis- signed to 


unify the over-all com- 
cussion of its proper use pany 


image, throughout its nume 
The new mark was adopted afte: ous divisions and subsidiaries 
careful and intensive research Thousands of people, every day, se¢ 
These research findings are ex- the plants, products, packages, cor- 
tremely important, not only as de- respondence advertising and pi 
monstrations of the superiority of motional materials, the book] 


‘ the mark which has been adopted, points out. These will now reinfo 
Versatile, 


but as guides to the most effective each other, since they will all cz 
Economical, 


way of using it. The suggestions the same basic, distinctive identify 
Practical given in the booklet are based on ing mark 
the test results. They are designed In working 


* ’ out the new consoli 
Ihe phrase Let's use screen . 1 id 
process printing” is one you hear more to make the most efficient use of the dated division 
and more in production meetings. The new symbol the divisions have been short 
reason is simple: sales and advertising The new USI mark will be used for greater impact. In the case 
executives, production managers, art t Ik | ubaidiar: Saal , 

, mays: ¢ : “s »mark s Ss irlies, leg reasons mat 

directors and display designers have in two ways: as a trademal DV é i é Tel: 


learned you can depend on screen pro itself and as a part of the adver- inadvisable to attempt sho 


cess printing to deliver terrific impact tising signature in promotional ma- 
at the point-of-purchase at an economi 


terial, with the name of the com- > While 
cal per unit cost, no matter how large the 
run. It may surprise you, but today’s pany alongside rangement, with the 
screen process printing presses and jet bol 
drying equipment are perfectly capable > These 
of turning out high-impact colorful sal 1 for ee a : i ictal ; “Divi 
posters, counter cards, banners, pack adopted tor use w aerevel t le com- the descriptive eee ivis 
ages, etc. at rates of 1800-2000 pieces pany as a whole is identified, since U.S. Industries, Inc it 
per hour on huge sheets, dozens of 
Nee Ae Ae. en ae nature depends on consistency in its ations of space some time S require a 
quality screen process inks, has helped appearance different treatment of the signatu 
this era of high-speed screen process 
production become a fact. Specify 
NAZ-DAR_  Fast-Dry Inks on your 
next order used on more point-of 
purchase advertising material than any 
other brand .. all over the world! Divisions end Subsidiacies The 

Write today for the latest color : 

cards on NAZ-DAR'S flat finish and the division name alongside the 
gloss finish inks. Keep one of each line at the name may be placed underne 
vour desk and send the others to vour long name the relationshis 
screen process printer. You'll have a 
handy color reference guide 


marks, the names 


tening 

there is a recommended ar- 
over-all sym- 
on the left, the division name, 
two forms have been in large type, next to it, followed by 


is not al- 


the effect of any name, mark or sig- ways possible to follow it. Conside: 


Consult your screen process 


printer for helpful P-O-P NI le ae 


ees: wT 


a €5SE pol Si 


Division U.S. Industries, Inc. 


dines 


Div.U. S. industries. inc. 


orm 
THE at aM 


NAZ-DAR ssi 252" Koppel (Philippines) Inc. 


461 Milwaukee Avenve «+ Chicago 10, Illinois 


Subsidiary of U.S. Industries, Inc. 


56 * co * May 1959 





Dark Backgrounds 
The mark can be set 
in. reverse on a dark 

-olor, with the bars 

in red or a 509 


screen of 


In this case, the last pnrase 


placed under the name of the 


sion, or the two can even be 


tered one unde) the other, with 


both under the over-all symbol 
Use of the division name above o1 


to the left of the mark, according to 


the official statement, will destroy 
its recognition value and should be 
avoided under all circumstances 
Also, effective consist ncy of 
will be maintained only if 
portions are kept constant. 


>» Color is an important factor in 
design of any trademark. One of 
most striking test results was in 
matter of color. Two colors 
and black 
ior to all others in strength o 
ception and recall. Color coml 
tions other than those recomm 
here will tend to dissipat 
and are not to be used 
Red and black togethe 


’ 
emerged as fal 


red confined to the two 
bars, create the most effe 


combination. The red to 


Product Identification 
the nee 


td 


1€ 


rd AAAA Red, 
and readily available to all 
established printers and_ publica- 
: ised in two 
colored background, 
background does not 
difficult. If the 
is too dark for easy 
nition, the mark should appear 
white field. No border should 
used to outline the field, since 
would create a shape competi- 


ind we aken its 


>» When the mark was reproduced 
entirely in black, it showed excel- 
lent test results, both on a white 
background and on a colored back- 

1 lig) enough so as not to 


ion. Where the 


again 

lined borde { i con- 
ms. Bars 
reen tint ol 


back- 


SOMETHING NEW 


T 1 . nm . ‘ T T 
UNDER THE SUN 
Now, with the new Brightyps 
photographic process, you attain 
the following quickly, easily and 
economically 


® Direct conversion of any letter- 
press form to film or photo paper 


® Conversion of 4-color process 
plates 


© Freedom of page makeup and 
proofing before conversion 


© Perfect duplication of finest letter- 
press halftones and complete uni- 
formity of type weight 


® Razor-sharp image which accu- 
rately retains original type design 


© Smearproof black and white 
paper proofs for art pasteup 


® Emulsion on either side of nega- 
tive or positive for direct printing to 
plate 


BRIGHTYPE PRODUCTS ARE 


Right reading positive or negative 
Wrong reading positive or negative 
Right or wrong reading paper prints 


Brightype service 
complete type 

from copy throug! 
pleted Brightype prod 
ure processed on an 
service basi nd dey 
to your de next 


Brightype service 


401 N. COLLEGE * INDIANAPOLIS 


Please send 
nd price of B 
work. Pm intere 


deep etch 








thirty-nine aa 
Varlations 
on a theme... 


. all with the consumer appeal of 
photography... all selling Newport 
and all done via color prints with the type on 
transparent overlays, defining exactly 
how each element would appear. 
What a presentation for a new campaign ! 
Lennen & Newell's Richard Mancini 
and photographer Richard Beattie chose 
Kodak Ektacolor prints to create more than 


three dozen advertisements, car cards, 





billboards, and display pieces. 

Neither they nor P. Lorillard’s advertising 
manager, Thomas Tausig, had to guess 
final treatments. There thev were! 

The Kodak Ektacolor svstem is the source 
of all things photographie—color prints, 
transparencies, black-and-whites. Let vour 
photographer help vou benefit from 


this most modern medium. 





I} rite for free S-paqde 
? 1.7 ’ ’ 
hooklet about hliow 


photography helped solve 


Newport's problems 
i l 





EASTMAN KODAK COMPANY 


Kodak Rochester 4, N.Y. 


TRADE MARK 














round, the new mark may be used 
effectively in white All elements 
may be in white, or the bars may be 
read, with the remainder n white 
No lined borde: 


snould be used 


proportional elation 


rdader to maintain these proportions 
which would be distorted by radical 


enlat yJemen l l d ction, 


may 
pecill 
imum 
hould 
enlarging 
ensure 
The 
general de scription of the way 
which the new 
ised. Maintenancs 
and the approval ol 


should 


lutions to 

problems in its use, has been as- 
signed to the office Directo! 
of Advertising of the arent com 
pany 44 


New Copyfitting 
Guide in Type Book 


A new, and simpler, system of 
‘opytitting is included in a “Mighty 
Midget Book of Type,” just issued 
»y George Willens and Co., Detroit 
typograpners 

The system is based on a series ot 

ids. one for each of the more 
‘ommon character counts. To an- 
wer one of the most frequently 
asked questions how much copy 
will go in a given space, using a 
the user 
refers to the appropriate chart, finds 
the intersection of the height and 
the width on the rectangular grid, 
and then looks for one of a series of 
superimposed curved lines. Each of 
these stands for the number of lines, 
of 50 typewritten 


Jiven typelace and size? 


characters, which 
re required 
The tables and charts can be 
sed to find any of the three fac- 
area to fill, type size, amount 
copy when the other two are 
The specimen book, which con- 
tains a complete alphabet in a single 
point size of each face represented, 
plus specimen letters in other sizes, 
sold for $15, which is credited 
towards purchase of composition. 
for more details circle 537, page 127 


Is it the final copy, layout 


and art? Is it the final proof sub- 


mitted for okay? Or is it the thousands 


or millions of printed impressions for 


which the advertiser pays? We say it is the 


latter, and this is why we take great pains to make 


photoengravings and gravure positives that will produce 


fine finished advertisements 


SSS — 
COLLINS, MILLER & HUTCHINGS, INC. 


333 WEST LAKE STREET + CHICAGO 6 


= 
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Prnwricase Fintat P hototnghaving Plant 


Pinch Bottle Does Much 
More Than Hold Whisky 


Question: When is a whisky bot- 
tle not a whisky bottle? 

inswer:When it's a trademark. 
of course. 

Haig & Haig Ltd.’s pinch bottle 
for Scotch whisky has become the 
first bottle ever to be registered as a 
trademark on the Principal Register 
of the U. S. Patent Office. Such 
marks have received only limited 
protection in the past by being rele- 
gated to the Supplemental Register. 

It was ruled, however, that the 
famous pinch bottle served the 
traditional function of a trademark 
in identifying the source of the 
product. 


LeTourneau-Westinghouse 
Adopts New Trademark 


A bold new trademark has been 
adopted by LeTourneau-Westing- 
house Co., Peoria, Ill.. manufac- 
turer of earthmoving and materials 
handling equipment. The new mark 
features a large, underscored “LW” 
enclosed in a modified oval. 

According to Merle R. Yontz, Le- 
Tourneau-Westinghouse president 
the new design was selected for its 
“boldness and which, 
he said, “we feel carries the initial 
impact to put before the public the 
principles of the company’s modern, 
progressive outlook to the future 


simplicity,” 


enn. Sie - 


ante 


LeTourneau-Westinghouse, a 
wholly-owned subsidiary of West- 
inghouse Air Brake Co., Pittsburgh, 
is in no way affiliated with West- 
inghouse Electric Corp. According 
to LeTourneau-Westinghouse offi- 
cials, “The name LeTourneau-West- 
inghouse, to some people, may sug- 
gest anything from an_e electric 
toaster to off-shore drilling rigs 
The new LW trademark has been 
adopted to help avoid such con- 
fusion.” 

The trademark will appear on all 
the companys earthmoving, con- 
struction, logging and heavy mate- 
rials handling equipment. 44 
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16. 


Typographic Trade Customs 


Every buyer of composition should be 
familiar with the practices of purchasing, as 
adopted by the Advertising Typographers Assn. 


ORDERS .. Regularly entered orders cannot be 
canceled except upon terms that will compensate 
the typographer for work already done. Written 
instructions are required with all orders. In- 
structions given orally or by telephone, dealing 
with work in process, must be confirmed im- 
mediately in writing, otherwise the typographer 
will not be held responsible for errors or mis- 
understandings. 


ESTIMATES . . When estimates are furnished, 
it is understood that they are 
TYPOGRAPHY... All typography 


on a time basis by the hour. 


only approximate. 
is charged 
Each six minutes 
or fraction thereof constitutes a unit and ten 
units equal one how 


SPECIAL SERVICE, LAYOUT, ETC... To be 


| 


charged as time work. 


CUT WORK .. All work pertaining to cuts such 
| 


as notching, mortising, trimming, cropping, 
blocking, reblocking, 
time work 
type forms charged as time work. 


AUTHOR'S ALTERATIONS . 


time basis the same 


jobbing, etc., charged as 


Removing and reinserting cuts in 


. Charged on a 
as typography. 
PROOFREADING .. minimum charge of 10°, 
on all operations except press and foundry lock- 
up 


PASTE-UP PROOFS .. Charged as time work. 
PRESS LOCK-UP... Charged as time work on 


the same scale as foundry lock-up shown in 


schedule furnished customers. Press lock-up of 
electrotypes or complete engravings will be pro- 


portionately less, according to labor involved. 


PRESS PROOFS .. As in schedule 


press lock-up 


, exclusive of 
Color proofs and strike-in proofs 
charged as time work 

OVERTIME .. All work requested to be done 
outside of regular working hours shall be 
charged for at overtime rates. 


SPECIAL MATERIAL .. All type, 


cial material, etc 


rules, spe- 
, bought at request of customer 
shall be paid for by him 

MINIMUM CHARGE .. No individual job will 


be charged at less than 5 units. 


PRINTING FROM TYPE .. A limit of 200 im- 
pressions May be 
If more than 200 proofs are required, type must 
be « lectroty ped. 


PROOF PAPER .. For ordinary proofs, a reg- 


ular proof pape 


taken from foundry type forms. 


will be used. If a special pape 
is desired by the customer, the charge 
shall be based on stock selected. 


IMPRINTING PROOF PAPER .. A regular 


for proofs 


printing charge will be made if client desires his 
special imprint on proof paper. 
STEREOTYPING .. Under no circumstances 
will it be permitted to make mats from foundry 
type unless charge is made for the value of the 
type. The stereotyper as well as the customer 
will be held responsible for value of type if form 
is stereotyped. 

FOUNDRY AND PRESS FORMS .. Type 
forms returned from electrotyper after plating 
and also forms proofed for reproduction are as- 
sumed to be dead and will accordingly be dis- 
tributed. 

MOLDING .. Not more than four molds will be 
allowed from any type form. Pattern plates must 
be made for more than four molds. The electro- 
typer and the customer will be held responsible 
for value of type if more 
made. 


ELECTROTYPES AND ENGRAVINGS .. All 


artwork, 


than four molds are 


photographs, electrotypes and engrav- 
ings ordered through the typographer will be 
billed at not less than 20°; 
cost. The 


above net invoice 
same care in protecting customer's 
property as the typographer’s own will be exer- 
cised, but the typographer will not be held re- 
sponsible for engravings, electrotypes, art work 
or photographs being stored without charge ove! 
six months, or that may be lost or 
causes beyond his control. 
SENDING TYPE FORMS OUT OF PLANT .. 
No foundry type will be sent to outside firms fo: 
printing without the guarantee that all foundry 
type will be electrotyped or a charge will be 
made for the value of the type 

LIEN .. It is understood that all type, 


cuts, paper or other 


damaged by 


plates, 
material belonging to the 
customer, may remain in the possession of the 
typographer as security until all just claims of 
the typographer shall be paid. 
RESPONSIBILITY FOR ERRORS ..j in the 
final lock-up of form for foundry or proofs for 
reproduction entails no other penalty than reset- 
ting the ad correctly without charge 
WRAPPING AND MAILING .. If typographe: 
is required to wrap and mail proofs, cuts, et« 
a charge will be made to cover cost of this work, 
plus postage or express 

AGREEMENTS .. All agreements are 


and all orders accepted contingent upon strikes, 


made 


fires, acts of transportation companies, or Causes 
beyond our control; the seller shall not be re 


sponsible 


CHANCE ORDERS .. No work will be pro 


duced on a chance or speculative basis 





THE’ IN aU is THE 


MOST IMPORTANT LINK IN MOD- 
ERN PAPER MAKING HISTORY. IT 
COMBINES “LEVEL”AND“SMOOTH” 
TO BRING TO PRINTERS PREMIUM 
LEVEL/SMOOTH PRINTABILITY AT 
NON- PREMIUM PRICES. 


CROWN ZELLERBACH &, 





Al Guide to 


The more an 


adman knows 


about paper, its types and its 
qualities, the better printing he 
can buy. This article will give 
you facts about an important 


group of papers. 


By Betty Aulenbach 
AR Associate Editor 


What, exactly, is coated printing 
paper? How is it different from un- 
coated stock? Is it an important 
difference and profitable to know 
about? If so, why? 

Never before have designers, pro- 
duction people, sales promotion 
managers, admen been so bom- 
barded by brochures, samples, spe- 
cifications and press releases from 
paper manufacturers eager to sell 
an endless variety of paper prod- 
ucts. Many of these communications 
refer specifically to “coated” paper. 

Is coated paper something spe- 
cial? 


> Papermaking, as every school- 
child knows, is an ancient art, but 
its twentieth century variations, its 
endless applications, are new. We 
have papers for letterpress, papers 
for offset lithography, silkscreen 
papers, rotogravure papers, colored 
papers, papers that are “whiter 
than white,” grease-resistant pa- 
pers, skidproof papers, even papers 
that stretch. 

The result of all this recent de- 
velopment is that the endless va- 
riety of paper products available 
today—for any given application— 
is enough to make the novice pa- 
per buyer’s head spin. 

Let’s attempt to slow the spin- 





ning down by spotlighting one as- 
pect of modern printing paper pro- 
duction: the coating process. 


> It was recognition of the increas- 
ing role played by coated papers, 
that, in 1955, led George K. Fergu- 
son, then president of Watervliet 
Paper Co., to predict that the day 
would come when 90% of all print- 
ing papers would be coated. 

More recently, in the December, 
1958, report of the paper commit- 
tee of the National Assn. of Pur- 
chasing Agents, James E. Morse, 
Keller Crescent Co., Evansville, 
Ind., reported that paper orders 
were again on the rise following 
the summer recession. “Coated pa- 
pers, both machine and conversion 
grades,” he said, “have shown the 
greatest demands.” 


> Why is paper coated? Basically, 
to give it a surface which makes it 
better suited to reproduction of to- 
day’s fine screen halftone engrav- 
ings. In fine printing, reproduction 
of all halftone dots must be uni- 
form. Uniformity requires a smooth, 
firm surface. 

But smoothness and _ firmness 
alone are not enough. The coating 
substance must accept ink properly. 
This means that the coating must 
hold the ink pigment to the sur- 
face, allowing the ink varnish to 
penetrate the paper enough to bind 
the pigment—but not enough to 
leave it clinging there, unadhered 
and ready to brush away. The coat- 
ing must have a brightness which 
makes the printed surface stand out 
sharply. It must not interfere with 
the foldability of the paper. 

Papers are coated by various 
methods. The basic material in most 
paper coatings is clay, joined to 
the paper with starch or some other 
adhesive. China clay, calcium car- 


|| COATED 


bonate, satin white, barium  sul- 
phate, titanium oxide are a few 
common coating elements. General- 
ly, a carefully balanced combina- 
tion of several of these—or other— 
coating substances is used to give 
the desired surface qualities. 


> Today, many varieties of paper 
for both letterpress and offset 
lithography are coated. Many—in- 
creasingly many—are “machine 
coated.” How is machine coated pa- 
per different? 

Some paper manufacturers say 
the difference, as far as end prod- 
uct is concerned, is minimal. Others 
say it is great. 

Originally, all coated paper re- 
ceived its coating in a _ separate 
process after it was removed, in 
rolls, from the papermaking ma- 
chine. Technology later made it pos- 
sible to coat papers right on the 
papermaking machine in one con- 
tinuous operation. The latter are 
the machine coated papers. 

Machine coated papers have the 
advantage of being, for obvious 
reasons, less expensive to produce 
than papers coated off the machine. 
They require less handling, they 
can be produced at higher speeds 
and they can be coated in full- 
width rolls. 

Some manufacturers assert that 
machine coated papers have all the 
fine qualities of papers coated off 
the machine (conversion coating) 
plus a cost saving which is passed 
on to the buyer. Other manufac- 
turers say that machine coated 
papers lack the quality of the best 
conversion coated papers because 
the finer points of quality control 
are difficult to maintain in machine 
coating. 

The truth of the matter is prob- 
ably that either process produces 
quality paper wherever quality pa- 
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per is the ultimate goal. But ma- 
chine coated papers—whether less- 
er than, equal to, or superior to 
the finest conversion coated papers 
are getting better all the time. 
In either case, in the usual meth- 
od of coating paper, the paper, after 
formation and drying, is passed 
through rollers which apply varia- 
tions of the clay coating substance 
Coating can be applied to one—or 
both—-sides of the paper roll. Dou- 
ble coating means simply that the 
paper passes through two separate 
coating operations. In double coat- 
ing, usually the first operation takes 
place in the papermaking machine; 
separate off-the- 
Double coating 
produces a smoother, thicke1 


the second in a 
machine operation 
layei 
of coating and, therefore, a premium 
product 


> Coating adds little o1 
the strength of the 
qualities as 


nothing to 
paper. Such 

bulk (the 
measurable thickness of the paper) 
and durability 


strength, 


are qualities which 
are built in during the actual man- 
ufacture of the paper stock It 
might almost be said that the basic 
papermaking process—the cooking, 
refining of the 
determines how long the pa- 


AVAIL 


beating and 


pulp 


raw 


per will last, how easily it will tear, 
what it looks and feels like. These 
qualities are determined long be- 
fore the coating stage of the opera- 
tion 


How the how- 


page 
pre- 
determined by the 


paper will 
and what the 


look like 


what is 


print, 
printed 
long after—is 


ever, 
will 
cisely 
coating 

Coating is indeed the part of the 
paper manufacturing process which 
“calls the shots” on printability. It 
is becoming so important that the 
body stock (the actual paper be- 
neath the coating) often serves sim- 
ply as a vehicle and is secondary 
This, of course, it not true in cases 
where longevity and ability to with- 
stand rough handling are primary 


> Since machine coated papers were 
developed in the days before com- 
mercial offset 
important 


lithography 
industry, coated papers 
were, quite naturally, developed fo: 
letterpress printing. Later, 


were 


Was an 


these 
same coated papers 
offset printing were found 


wanting. The conventional clays and 


used in 
and 


starches used for coating were quite 
adequate for 
but were far 
raphy 


letterpress printing, 


from suited to lithog- 
The water used in the offset 


7 


a 
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Rip-Proof Sheets and Indexes 
Reinforced with Mylar* 


Ask for AICO Rip-Proof Sheets and Indexes — 
they’re reinforced with MYLAR*! Stronger 


than other reinforcing, less bulky . 
less! 
AICO Sheets have 1/1000” thin reinforced edges 
they stack evenly for trouble-free automatic 
feeding on all stencil, gelatin, spirit and offset 
duplicating and printing equipment. In bond, 
mimeo and duplicator finishes or special paper 
to meet your needs. 


.. and costs 


AICO Indexes in all stock sizes or made to order. 
In a wide variety of index tabs and colors. 
Available at your stationer . . . or write the 
G. J. Aigner Company, 426 S. Clinton Street, 
Chicago 7, Illinois. 
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AICO Rip-Proof reinforced sheets and indexes 
manufactured by G. J. Aigner Company. *Mylar 
is DuPont's registered trademark for its polyester 


film. 


EP 


Leading manufacturer of Indexes since 1909 


CHER « 


ENGRAVING ©O 


Our photo-engraver ... 


printing washed the 


adhesive off onto the 


process starch 

offset blanket, 

causing the plates to wear out 
Hence, offset 


Coated 


specifically 


coated papers wert 


born. offset papers are pa- 
designed for th 


offset printing process 


pers 


Actually, offset printing on coated 
papers is so different from printing 
on uncoated that 
latte: 
convert to 


stock printers 


geared to using the 


hesitate to 


some- 
times coated 


, > 
stock. Printers inexperienced 


use of coated stock often try prin 


ing coated papers by the 


Same 


methods ated 


used in printing unc 

stock. It doesn’t work 
Offset 

for one 


Coated 
tends to 


printing on coated paper, 


thing 


requires less ink 


paper 1S more porous and 
vehi« le 
Offset 


be the - 


drain off the ink 
causing the pigment to chalk 
press maintenance 1s 


with 


more 
some becaust 
bette: 
Printing defects show up 
more sharply on 


coated papers 
the rollers must be kept in 
condition. 


coated stock and 


special inks are required because 
letterpress inks do not set quickly 
enough 

So why use coat paper [ol olf- 
set printing? 
properly 


infinitely 


Simply because, 
handled, the 


when 

results are 
Halftone 

Printing, 


supel 1O1 
trations are fine 


eral, 1S sharpe! 


> It is 


cent technological progress 1n 


indeed hard to describe re- 
papé 
coating without alluding briefly to 
technological progress in the entire 
process of papermaking 


Some 
than 


papers must be smoothei 


others, according to end us 
requirements. Toughness and dur- 
ability desirable, 
Nu- 


merous chemicals and endless proc- 


are, olf course, 


though not always primary 


esses have been developed for mak- 


ing paper tougher, stronger, mor¢ 


moisture fold- 


resistant, infinitely 


able 


> But 


+ 


papermaking, like almost 





anything else, is a process of bal- 
ance. You sacrifice one thing to 
get another. From the moment the 
wood pulp is put into the vat to 
be boiled and beaten, the decision 
making starts: What must you 
sacrifice to get what you want? 

Pulp must be beaten to give the 
fibers uniformity, to make then 
adhere to one another, to form a 
smooth, hard surface (desirable) 
But, the longer the pulp is beaten, 
the greater the reduction in pape. 
opacity (undesirable), the more 
the strong, tough fibers, which give 
the paper strength, are broken 
down. Coating is desirable, but 
coated papers, too, must be super- 
calendared Supercalendaring 
causes the paper to lose additional 
bulk and opacity 

What qualities do you want most? 
Where do you draw the line be- 
tween what you want and what 
you will settle for? 


>A recent, dramatic development 
in the history of paper coating is 
the trailing blade process. In this 
process, liquid coating is applied to 
the paper stock and the excess coat- 
ing material removed by means of 
a flexible blade. The blade process 
makes the final coating smoother, 
more even, leaving no coating pat- 
tern. Less supercalendaring is re- 
quired. However, in other respects, 
the results of trailing blade coating 
have sometimes proved inferio1 
So far experiments with trailing 
blade coating have involved sep- 
arate, off-the-machine operations 
Papers can be coated, even off the 
machine, at high speeds; both sides 
of the paper can be coated in one 
operation; the trailing blade coate: 
can take full-width paper reels 
Research has indicated for some 
time that the trailing blade meth- 
od, as the second stage in a double 
coating operation, produces a su- 


perior product 


>’ Recently Crown Zellerbach _ is- 
sued an announcement which may 
well break through the trailing 
blade dilemma This company an- 
nounced that it is currently in- 
stalling a new paper machine, the 
“Delta King,” in its St. Francisville, 
La., mill. Delta King will produce 
double-coated papers at speeds 
formerly considered impossible, the 
company claims, through a com- 
bination of roll-coating and trailing 
blade in one continuous on-the- 
machine operation. Crown Zeller- 
bach plans to market the new pa- 
pers this Spring. They will offer, 
the company says, premium quality 
at a non-premium price 


> Another new entry in the field of 


Reinforced sheets of MYLAR™ 
help increase printing efficiency 
... cut replacement costs 


You get more sheets on the paper stack shelf by using 
sheets reinforced with tough, thin Du Pont “Mylar” 
polyester film. Because the sheets are more evenly stacked, 
they can be fed into the machine faster . . . there’s less 
danger of jamming. . . waste and spoilage are cut. 
Sheets reinforced with ‘“‘Mylar’’ are tough, long-lasting. 
‘**Pull-out”’ problems at the ring holes are eliminated . . . 
replacement costs are cut .. . bulk and weight are reduced. 
Ask your supplier today for reinforced sheets of 
‘*Mylar”’! For information on other stationery items made 
of ‘‘Mylar’’, write E. I. du Pont de Nemours & Co. (Inc. 
Film Department, Room AR-5, Wilmington 98, Delaware. 
® CARBON RIBBON ® LAMINATE RIBBON 
@ SHEET PROTECTORS ® INDEX-CARD HOLDER 


VM 


WUPOND heya 


caste POLYESTER FILM 
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Right At Your Finger Tips 
A Plastic Binding Kit 
For Scrapbooks and Albums 


(IIlustration of two hole kit) 


$4190 


Exciting new do-it-yourself binding kit, 
simple enough for a child to operate. 
Just insert the pages and punch, then 
pick a colorful binding tube from the * 
spin dial base, snap into place and in 
seconds you have a real professional- 
looking colorful volume. 


Other models available— 
write for free booklet to department AR-5 


TAUBER PLASTICS INC. 
' 200 Hudson St. N. Y. 13, N.Y, Call WOrth 6-3880.) 


When it’s hours instead of days, 
or days instead of weeks, 
Screen Process can do it. 

Put Punch in Point-of-Purchase 


SAVE TIME...SAVE MONEY 


Versatile 


for ART * PRINTING * PHOTO + 
LITHO * SILK SCREEN © ENGI- 
NEERING 

Send for Catalog G 


LACEY-LUCI PRODUCTS CO. 
3) Central Ave. * Newark 2, W. J. 
DEALERS: Choice Territories Open 


READY-TO-USE CARTOONS 


The only art service limited to one 
subscriber per 50,000 population 
Leaders like General Mills and B. F 
Goodrich pay only $9.95 monthly. 5000 
subjects. Yearly Handbook. Free folder 
to recog. agencies and natl. advertisers. 


$485 and up 


STIVERS STUDIO - BOX 3684 - 
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coated papers is the type utilizing 
plastic coatings. In the manufacture 
of plastic printing papers a plastic 
coating is applied, to be true, but it 
is not so much a “coating” as it is 
an “impregnation” of the plastic 
materials into the body stock. 

First manufactured in 1951, plas- 
tic papers have come into their own 
only within the last couple of years. 
At least four manufacturers are 
now producing these papers com- 
mercially—Kimberly-Clark Corp. 
with Texoprint; Miami Valley 
Coated Paper Co. which makes 
Paralin; A. M. Collins Manufac- 
turing Co. (a division of Interna- 
tional Paper Co.), manufacturer of 
Triflex; and Sorg Paper Co. whose 
product is Tensalex. 

These papers, although varying 
in minor characteristics, have basic 
production methods—and end uses 
—in common. 

The manufacturing of plastic pa- 
pers begins with a body stock of 
absorbent kraft. This paper is put 
into a bath of latex and opacify- 
ing fillers; sent through squeeze 
rolls to remove the water; then 
coated with latex binders and filler 
material. Supercalendaring, the fi- 
nal step, brings out the paper’s in- 
herent gloss and levelness of sur- 
face. 

The key to the great difference 
between plastic coated and conven- 
tional coated papers is the latex 
material which is used in place of 
hard, stiff binders. Plastic coated 
papers are noted for toughness, 
durability and flexibility. They re- 
sist curling, tearing, cracking and 
fraying. They are grease and soil 
resistant and have high opacity. 
They can be sewn, grommeted, sta- 
pled or glued. 

Used primarily for labels, tags, 
maps, charts and other products 
subject to hard wear, they have re- 
cently been finding new applica- 
tions in the publication field. Texo- 
print, for instance, was used as the 
cover stock on Print magazine in a 
recent issue devoted to the paper 
industry. Switlik Parachute Co., 
Trenton, N. J. manufacturer of life 
rafts, needed a life raft assembly 
and maintenance manual which 
would not only have to be im- 
pervious to rough handling; it would 
also have to be waterproof—and 
salt waterproof at that! Texoprint 
solved the problem. 

Plastic printing papers have fine 
reproduction qualities in both 
black-and-white and full-color. 
They can be used for printing by 
letterpress, offset, silk screen and 
rotogravure. 

Plastic printing papers, like any 
other coated papers, however, are 
a law unto themselves. Whey are 


unique and must be given the spe- 
cial treatment required of a special 
product. Experienced printers can 
get superior results with any type 
of coated papers—conventional or 
plastic coated. 


>» Accepted on its own terms, care- 
fully processed and _ intelligently 
handled, any quality coated paper 
becomes—when printing is applied 
—a quality end product, justifying 
the years of tireless experiment 
which preceeded its commercial 
birth, the silent vehicle of a su- 
perior printing job. A thing, in 
short, of great beauty. 44 


New Dial Speeds Paper 
Pricing Calculations 


Figuring the cost of the paper in- 
volved in a given printing job can 
be a headache. Cone Co., 202 Na- 
tional Building, Seattle, Wash., says 
the problem has been greatly sim- 
plified by the introduction of its 
paper pricer—a calibrated dial de- 
vice which, with one setting, comes 
up with the desired figure. 

The paper pricer consists of two 
finely calibrated dials manufac- 
tured of vinylite plastic. The num- 
ber of sheets involved, the basis 
weight and the unit price are the 
only data required to set the dials 
correctly. 

The several calculations formerly 
required to determine paper costs 
are entirely eliminated with the 
use of Cone’s pricer, the company 
claims. Calculations can be easily 
checked and rechecked since all 
figures show simultaneously on the 
dial. Selling price of the paper at 
the desired markup is also shown. 

The paper pricer sells for $4.50 
each—$3.50 each in quantities of 
25 or more. 44 
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Speedy . . Designed to speed calculation 
of paper cost is Cone paper pricer man- 
ufactured of Vinylite plastic. 
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whiter than a 
polar bear eating 
vanilla ice cream 


onan ice floe... 


Kagle-A Trojan Bond 


It’s startling —the way the brilliant whiteness of Eagle-A Trojan Bond Radiant White adds 
impact to a printing job! And it costs so little to pi 


ut business stationery and direct mail on 


t 


this outstanding fluorescent bond. It’s a new : cotton fiber Trojan Bond paper — ideal for 


every printing process, including raised print 


Comes in standard weights and sizes and envelo} | EAGLE -A PAPE RS 


to match. For a sample portfolio, write to Dept 
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from Letterpress ia 


The publishers and editors 
of two important business 
magazines report that a 
change of process helped 
the budget without making 
production more complex. 


By Frank Richter 
Pre 
Watson Publications 


Chicago 


Executive Vice ident 


Both Modern Railroads and Ap- 
pliance Manufacturer, two going 
business publications, are now be- 
ing printed offset lithography 
rather than by letterpress 

This major change 
in printing process for the two pub- 
lications, for ever since their incep- 
tion they, like most other business 
papers, had been produced by flat 
bed letterpress. 


by 


represents a 


That work was done by a com- 
mercial printer specializing in pub- 
lication printing. It processed the 
work by standard letterpress tech- 
nique, through to printing, on one- 
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and two-color sheet fed flat bed 


presses 


> Now the Magazines are processed, 
insofar as actual printing is 
offset 
Each is printed on sheet fed 
and two-color offset 
in maximum combination of 


page forms 


con- 


cerned, by standard proce- 
dure 
one- presses 


16- 


The procedures used by the pub- 
lisher in carrying out its end of the 
work are still pretty much accord- 
ing to standard procedure for let- 
terpress printing. 

In other words, the publisher’s 
production procedures are still what 
would be considered standard 


duction 


pro- 
procedure — in 
publishing 


periodical 


> The catalyst is the Brightype con- 
version the 
that has made _ publication 
press type production work 
patible with offset requirements 
This is due to the way the Brightype 
process make a 
both 


process. It is medium 
letter- 


com- 


ean be used to 
photographic 
and copy and halftone copy 
metal to the film that is the 


start of making offset plates 


conversion of 
type 
from 


v to Offset 


\ 
‘ 


It has 
produce 


long been practicable to 
for offset 


letter press repro- 


editorial 
than 


copy 
rather for 
duction. In fact, an increasing num- 
ber of periodicals are 
by offset. The 


these internal 


being printed 
largest number of 
external 
organs. That’s primarily 
their production 
toto with original copy 

But publications which 
advertising and editorial 
The entire ad- 
vertising system is based upon let- 
terpress. Today, little advertising is 
printed from original type or orig- 
inal halftones; the preponderance 
is done from electrotypes 


are and 


house be- 


cause deals in 
combine 
copy face 


a serious obstacle. 


>’ The Brightype when it 
was developed by George Morrison 
of the Ludlow Corp., 
one of the means by 


process, 


proved to be 
which adver- 
tising plates could continue to be 
handled by the publisher and still 
be compatible with offset. That is 
just what has happened with Mod- 
ern Railroads and Appliance Manu- 
facturer. 

The technique used in producing 
these publications 
veloped by 


has been de- 


George Beslow as a 





Halftones 
POP OUT? 


What happens to that fresh, crisp, lively illustration 
when it hits the printed page? Does it sing or does it sag? 


With the Fluorographic Process, for making auto- 

matic drop-out halftones you know it will reproduce 
with all the brilliance of the original. With Fluoro, blacks 
are truly black, whites are pure white (with no halftone 


dot) and all shades in between exactly as rendered. 


It’s all done automatically by the camera — no hand 
opaquing — no outlining — no hand tooling. 

Every line, every highlight reproduces exactly as drawn 
by the artist. Besides, Fluoro plates are made in 


less time at less cost than ordinary highlight halftones. 
l pper portion of 


llustration is Fluor } 
lower section is not How can you enjoy the many advantages of Fluoro? 


Vote pure whites It's easy. Simply render your art in the usual way 
in intricate detail : ; : 


of fabric design using Fluoro Art Materials. Then send it to a Fluoro- 


Artist ger ischler equipped Photoengraver, Lithographer or Gravure Plant 
advertiser 


Neila Wicd teeaala the who also sells these materials. Send coupon now for 


Engraver: Commercial names of plants in your area. 
rraving Ce El Pas 


NEWSS" Where Cobh 


Finer full-color reproduction at half the usual plate cost 


Write for information. 


PRINTING ARTS RESEARCH LABORATORIES, INC. 


Fluorographic Sales Division Dept. AR 
FLUOROGRAPHIC [a Ase Diag Sante Bsrbara, Calif 
SALES DIVISION Send [) Info. and names of Fluoro plants in r 


Info. on Fluoro-Color 
pan PRINTING ARTS RESEARCH 
LABORATORIES INC. 


Name 
Firm 


La Arcada Building « Santa Barbara, California Address 
City 
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Appearance counts. Practi- 
cability counts. Flexibility, 
durability, economy count. 
And you can have them all 
if you use Accopress Binder 
covers for your catalogs. 


Accopress Binders come 
in 5 colors, may be printed 
or embossed as you wish. 
They're loose-leaf, lie flat, 

open fat, stand plenty of handling, can be 
expanded as desired, have no expensive, 
space-wasting mechanisms. Their low cost is 
famous. Write us your needs or ask your 
stationer to show you the complete Acco line 
for keeping papers together and safe in every 
department of your business. 


ACCO PRODUCTS 


1 Division of NATSER Corporation 


Og edensbu rg, New York 
In Canada: eco Canadian Co Ltd., 


WARNING! 


You'll have to hide this 
Flat-as-a-pancake 


GUMMED PAPER 


SAMPLE BOOK. 


Why? Everybody wants one. 


It's packed with samples of the 
latest Brown-Bridge gummed 
papers that are sure to spark 
sales-making ideas 


ASK FOR BOOK P-259. 


THE BROWN-BRIDGE MILLS, INC. 
TROY, OHIO 
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Toronto 


complete “package” for publication 
printing by lithography. 

Because we have not wanted to 
raise any doubts or 
advertisers, no 


confuse our 
widespread an- 
nouncement has been made of the 
change. 


> Ever since its inception in 1945, 
Watson Publications, publishers of 
these two publications, has empha- 
sized high quality printing. Body 
stock has ben 60-lb enamel. Print- 
ing quality has been comparable 
with the highest quality work for 
publication printing. 

In our present offset approach, 
essentially the same type stock is 
being used as with letterpress; and 
printing quality has fully compara- 
ble excellence. In fact, not once has 
the change been noted in the sev- 
eral issues that have already been 
published. There has been a marked 
improvement in the quality of type 
matter; it looks sharper and the 
job is cleaner. 

Those to whom the 
been 


change has 
commented 
upon the high quality of the pub- 
lications. 


mentioned have 


All this has been done with no 
material change in production pro- 
cedure. Technical production is 
handled by Beslow Associates Inc., 
Chicago. This includes typesetting, 
conversion, printing, binding, and 
mailing. 

Modern Railroads has produced 
186, 100, and 164 page issues. 

Appliance Manufacturer has run 
78, 94, and 100 page issues. 


> These publications handle adver- 
tising and editorial production sep- 
arately. Advertising production 
deals principally with handling ad 
plates, which are turned over to 
Beslow Associates for the usual 
Ad plates are proofed 
on the conventional proofing press, 
and the indicated number of proofs 
returned to the publisher. Keyed 
addresses or minor changes are set 


processing 


What is Brightype? 


First of all, it is a registered 
name of a process developed by 
Ludlow Typograph Co. 

But that doesn’t say what it is. 
It is a method of converting from 
metal type and engravings to film, 
without going through the stage of 
proofing, or putting ink on paper. 

4 page is made up and locked in 
position, combining type, line cuts 
and halftone engravings. It is then 
sprayed with an opaque solution 
which dries to a dull black surface. 
The form is then rubbed with a 


and can be stripped in in the nor- 
mal manner, or they also can still 
be mortised in to make a _ per- 
manent change in the advertising 
plate. The technique used is gov- 
erned by the advertiser’s desire. 

The production department also 
determines the size of each issue 
and makes up each issue with re- 
spect to lineup of forms, color, po- 
sitioning of ads, and sequence of 
editorial material. 

During makeup time, proof copy 
of full page ads is returned to Bes- 
low Associates with the folio 
marked on. The ad plates are lifted 
out of their slides and made up 
with designated folio and other 
lines. Page proof is sent to the pub- 
lisher. A copy is returned with his 
OK, and that particular page is 
then ready for Brightype conver- 
sion. That’s all there is to it. 


> Editorial production, 
being handled in essentially the 
same manner as when letterpress 
printing was used. The art depart- 
ment of Watson Publications pre- 
pares layouts for its feature articles 
before any type is set. When a 
story layout is completed, type copy 
is sent to Beslow Associates to be 
set in the faces, sizes, and measures 
indicated. At the same time, photo 
copy with reduction size and crop- 
ping marked on it is also sent to 
Beslow. 

Here is the first place where pro- 
cedure differs, but it doesn’t yet 
affect the publisher. 

The photo copy is immediately 
photographed for the offset nega- 
tive—to the size and screen de- 
sired. A silverplate of each photo 
is also made. This is returned to 
the publisher, properly coded for 
identification. 


likewise, is 


> Initially, these silverprints had 
excess copy left on; but the pub- 
lisher now prefers to have them 
trimmed to crop marks just as is 
normal procedure with metal en- 


rubber pad, which removes the 
black coat from the printing sur- 
faces, leaving them shiny. 

The form is then photographed 
in a special camera, whose revolv- 
ing bank of light eliminates high- 
lights. The depth of focus of the 
lens also compensates for slight 
variations in type height or in wear 
of plates. 

The finished photograph can 
then be used to make printing 
plates, usually for offset, but also 
for rotogravure and even letter- 


press. 


- for more details circle 501, page 127 





Dazzling new SPRINGHILL, BOND is 
actually whiter than pure white salt 


—YET COSTS NO MORE THAN “OFF-WHITE” BONDS! 


77HEN YOU FIRST see dazzling new 
\ Springhill Bond, you sense your eyes 
are playing tricks on you. It’s so white! 
Then you hold a sheet to the light and 
you're really amazed. No watermark! 

The truth is, new Springhill Bond is 
whiter than any other unwatermarked 
bond paper on the market. A well-known 
research lab proved that new Springhill 
Bond was measurably whiter than salt, 
chalk, even surgical cotton! 

But this remarkable new paper is more 
than just white. It’s level and uniform, 
too. And crisp. Just try to pick up a sheet 
without making a crackling noise! 


Compare Springhill Bond for whiteness, 
finish, opacity, and “crackle.” Once you 
do, you ll recommend it. 


Extremely printable 
We insure excellent results every time by 
cutting a sample ream from every reel 
and having it tested on actual printing 
presses. Springhill Bond is made to order 
for offset and letterpress printing. 

New Springhill Bond and Mimeograph 
are available in white and six colors in a 
complete range of stock sizes and weights 
The Springhill line is also available in 
Duplicator and Ledger papers. 


/ Sern ye 
Ley Se a, 


Look for this attractive new design. Handy 
zip” openers on 82 x LI reams. All cartons 


polyethylene-lined to control humidity. 


INTERNATIONAL PAPER 220 East 42nd Street, New York 17,N.Y. 





Brightype 


new conversion process 


The Ludlow Typograph Company introduces the “Brightype”’ 
method of converting letterpress material into photographic 
images for use in offset lithography, rotogravure or other 
printing processes. Existing typesetting facilities are utilized 
all the way to photographing the job on film or paper. Printing 
forms may be any combination of type, line cuts, halftones, 
electros or stereos. 

Brightype uses a special fixed-focus camera with movable 
frontal lighting, and auxiliary equipment for form preparation 
and photographic processing. Automatic exposure control 
and time-and-temperature-controlled developing assure uni- 
form results. 


Send for new Brightype folder 
Read about the remarkable possibilities of this new conver- 
sion process. Write for your free copy today 


Ludlow Typograph Company 2022 ciybourn av 


1959 Edition 


OUR PLANT it t e 
EXPANSION 

MAY REDUCE YOUR 1 yp 
PRINTING BILL! } nee 


thousands of artists, 
Our two plants print more than 50 
magazines and house organs; catalogs 
and sales literature for scores of firms Haberul 
Our expansion provides facilities to pro to be the 
duce additional publications and or ‘ 

catalogs. Yours may be one we can accurate 


now print at a big savings to you! devised 


ters 


students | 


or order direct y 10 


@ Complete Service including 


Art/Layout, Mailing H A B E R U L 


Finest Quality Letterpress or ee ee ee 
Lithography 


4-Color Press Time available 


TEXAS 


Write, Wire, Phone the 
Midwest’s Fastest Growing 
Printing House 


ebraska 
Farmer 
Company 


1420 P Street, Lincoln, Nebr. 
Printers Publishers Lithographers 
Our 100th Anniversary Year 


enterprise photos 


Box 6873-C * DALLAS 19 
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gravings. There is an advantage to 
getting copy back with excess copy. 
If it is desired to make any slight 
variations in dimension or size, that 
can still be done with the illustra- 
tion. 

After doing that for a while, how- 
ever, we decided to specify trimmed 
photo copy, since that saves us the 
time of laboriously trimming with 
great care a large number of proofs. 


> Type copy comes in galleys, which 
are proofread and corrected in nor- 
mal manner. A color proof copy of 
the type is then combined with the 
silverprint copy of the illustrative 
matter to make a pasted up page 
dummy. Contrast and fidelity of the 
silverprint is of sufficiently high 
quality to show how the illustration 
will turn out in print 

Following the dummy as a guide, 
Beslow Associates picks out the type 
and makes up the pages. This, how- 
ever, is still with type metal 

This modified page makeup 
(without illustrations) is returned 
to the publisher fo. proofreading 
The standard letterpress procedure 
calls for returning original dummy 
pages with such proofs so there is 
no difference in this procedure 

The publisher then proofreads the 
page. He returns both a proof and 
the original dummy 


> The prool has open areas where 
illustrations are to be stripped in 
Code number of the silverprint is 
written into the area where each 
respective photo belongs. The dum- 
my shows how these _ illustrations 
are to be positioned 

Thus the publisher gives up the 
dummy to which he can later re- 
fer. To make up for that, he takes 
the second of the two silverprints 
originally furnished and attaches it 
to the proof of the page proof that 
is retained. Since this is strictly for 
record purposes, the © silverprint 
need not be put down as carefully 
as that put down on the dummy 

An advantage gained in exchange 
for this additional step is that colo 
blocks, paneling, overlays, and re- 
verse stripping need be merely in- 
dicated on the page proof returned: 
no cut making is involved 

That finishes out production as 
far as the editorial department is 
concerned 


> Modern Railroads features a four- 
color front cover every month. This 
is handled exactly the same as with 
letterpress. In fact, the process 
work is being done by one of the 
engravers who did the four-colo 
process plates when the publication 
was printed by letterpress 

Back at Beslow Associates, pages 





that are okayed are ready for 
Brightype conversion. With ad copy 
the entire page can be converted to 
film as one. But with editorial copy 
only type matter is on metal; illus- 
trative matter is already on film. 
The Brightype conversion of edi- 
torial matter hence consists of proc- 
essing these type pages and photo- 
graphing them. The photo positive 
of the type matter (obtained by 
Brightype conversion) is then com- 
bined with the film copy shown by 
silverprints on the dummy page 
to produce the page copy. This is 
a matter of stripping, which is one 
of the basics in the offset process. 

The equivalent of letterpress 
lock-up is effected by stripping up 
the film pages. 

Offset plates are produced from 
the film that is produced by all 
Brightype or the combination of 
Brightype and photo copy film. 


> This, then, is another approach 
to one of the biggest segments of 
the printing business—publication 
printing. 

So far, there is no material sav- 
ing in time. However, reductions 
in time are a distinct possibility; 
during the early months of transi- 
tion this proved to be the case. 

Staff procedures are essentially 
the same as when these monthlies 
were produced by letterpress. Copy 
need not be edited any differently 
before it goes to linotype. Proofs are 
handled in essentially the same 
way. Dummying is the same; but 
silverprints are used instead of en- 
graver’s proofs. Tonal values can 
be put into the halftone copy with 
the same effect as with photoen- 
gravings 


> If there are any doubts in the 
minds of commercial printers that 
they would have difficulty convinc- 
ing customers that such conversion 
process 1s too complex, our own 
experience refutes that. Several 
issues of both Modern Railroads 
and Appliance Manufacture have 
uncovered no. difficulties beyond 
what is normally expected when 
any printer is changed. 44 


Sample Kit Features 
Mohawk’s Artemis Line 


A sample kit showing finished 
jobs printed on Artemis text and 
cover stocks in assorted colors is 
offered by Mohawk Paper Mills, 
Cohoes, N.Y. 

The collection features invitations 
and announcements, most of them 
reprints of actual jobs. 

. for more details circle 502, page 127 


You trade up 
your line 


when you trade up 
its Presentation 


WITH MODERN, PLASTIC 
3D COVERS BY NATIONAL 


These covers are called ‘3-D’’ because 
the design is in three dimensions 
Your name is a stand out in plastic 
applique letters. The beautiful, 
virgin plastic cover material offers 
a wide range of decorative and 
color possibilities. These covers 
may be silk screened, stamped 
and embossed. 

You’ll find the cost surprisingly 
low. Our NBB Representative can 
provide expert counsel and a choice 
of designs by our Design Depart- 
ment. Send coupon now. 


INationaL BBLank BBook company ogee 


Dept. 1005, HOLYOKE, MASSACHUSETTS 


Please send information about how to select a decorated 


NBB Covers (_) Have your representative call 


! about the new 


NAME 
COMPANY 
STREET 


CITY 





What's New in 


The electrotype is a basic element 
in the printing process. According 
to some estimates, 70% of all printed 
products are printed letterpress and 
the electrotype is vital to all 70%. 

Although the art can be traced 
back to 1840, a number of new im- 
provements have been introduced 
since 1940, both in methods and ma- 
chines. “But,” agreed a panel from 
the Chicago Duplicate Printing 
Plate Council, “future improve- 
ments in duplicate platemaking are 


expected to exceed the progress 


This article is adapted from a presen- 
tation made before the Advertising 
Agency Production Men’s Club of Chi- 
cago by a panel consisting of Harold 
A. Fleig., president, Natl. Electrotype 
Co.; Lloyd C. Partridge, president, Par- 
tridge & Anderson Co.; James P. Solin, 
vice president, Pontiac Graphics Corp.; 
Fred F. Montiegel. Maurice E. Collins 
Orgn., p.r. counsel to the Intl. Assn. of 
Electrotypers and Sterotypers. Addi- 
tional information was furnished by 
Minn. Mining & Mfg. Co. 
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Electrotypes 


made in the last ten years.” 
These developments work in two 
ways to the advantage of printing 
buyers. As Harold A. Fleig, Council 
president, put it: “Each new ma- 
chine, technique or method intro- 
duced helps to improve the quality 
of the product. In addition, each has 
been a definite hedge against rising 
costs. Had these improvements not 
been put into operation, the cost 
of duplicate plates would have 
spiralled to extraordinary heights.” 


> Much of the development has 
come from investigation into new 
materials from which duplicate 
plates may be made. One of the 
newest of these is the Travis glass 
mat, of special interest to newspa- 
pers and other publications printed 
on a newspaper press. 

The Travis mat is distinguished 
by a skeleton of hair-fine glass fi- 
bers running in all directions in the 
mat flong. This, according to Lloyd 
Partridge, has eliminated shrink- 
age almost entirely. 

“In the first cast from this glass 
mat,” Mr. Partridge reported, “the 
shrinkage in the stereotype will be 
13” in a newspaper page 14” wide. 
And there will be no further shrink- 
age in successive casts. This means 
that the second cast from a glass fi- 
ber mat will register with each sub- 
sequent cast. Thus any plate of a 
color set that may happen to be 
damaged on the press may be re- 
placed without recasting the entire 
set.” The saving in this is obvious. 


According to Mr. Partridge, the 
mat molds to the maximum depth 
of the pattern and holds the fidelity 
of screen values and type. Some 
newspapers have observed that the 
press plate cast, with its satiny sur- 
face, has an affinity for ink. This re- 
sults in improved ink coverage. 


> Another new material is an elec- 
troplastic plate. Because it is backed 
with a plastic material instead of 
standard electrotype metal, it is 
lighter in weight. This results in 
cutting shipping costs by 75%. In 
addition, it is an easy material to 
handle during production, and 
uniform printing surface requires 
little hand finishing. 

The material used in backing has 
a ductility which imparts resiliency 
to the plate. This enables it to con- 
form better to inaccuracies of the 
printing stock and releases ink bet- 
ter. 

Electroplastic plates can be 
mounted for patent base by using 
a metal insert, or they can be wood 
mounted. 

James Solin reported that these 
electroplastic plates are being used 
by business publications for short 
runs. Nevertheless, some have been 
run a million or more impressions. 
They are not, however, suitable 
for mat patterns, because’ the 
thermoplastic material used softens 
under extreme heat and pressure. 

In addition, publications find it 
difficult to revise  electroplastic 
plates. The difficulties of revision 





should be overcome, however, as 
platemakers gain more experience 
with the material. 


> The thermosetting plastic plate, 
which cannot be softened by re- 
heating once it has been originally 
set, has some advantages, according 
to Mr. Partridge. It will resist high- 
er temperatures on the press than 
a thermoplastic plate, and because 
it remains hard when reheated, it 
can be molded for duplicate plates. 

It has, as well, its disadvantages. 
Among them are the hazard of the 
mold adhering in the halftone 
screen, the need for carefully check- 
ing a transfer and the difficulty of 
patching or revising. As a result, 
publications inexperienced with this 
type of plate accept it only with 
reservations. 

Nevertheless, it has its advan- 
tages. Thermoplastic plates, Mr. 
Partridge said, are desirable for re- 
producing difficult halftone subjects 
in newspapers and on short runs 
when high temperatures are not 
generated. 


> One new development is a plate- 
treating system developed by 
Minnesota Mining and Manufactur- 
ing Co. In addition to better qual- 
ity, the system produces, according 
to the company, a considerable sav- 
ing in makeready time. 

The chief advantage of the new 
system is that it does not rely on 
human judgment, but makes its de- 
cision as to the degree of correction 
automatically. It uses two plastic- 
coated materials, one black and the 
other yellow. The electrotyper pulls 
two proofs, using black ink on the 
yellow plate, and silver ink on the 
black material. 

When the two plates are exposed 
to intense infra-red heat, the black 
ink on the yellow plate absorbs 
heat, and the plate expands pro- 
portionally. The black plate, with 
silver ink, behaves similarly, but 
in the opposite direction. Here the 
ink reflects the heat, so the high- 
light areas of the plate do the great- 
er expanding. 

This results in two plates which 
act as a matrix. The electro is then 
placed between the two pieces, and 
the three-part “sandwich” is run 
through a treater. Here great pres- 
sure forces the soft electro to con- 
form to the shape of the two mats. 
This results in the desired correc- 
tion, with the solid areas being just 
enough higher than the middletones 
and the highlights to give the prop- 
er printing surface. 


> These are technical developments, 
and many of them are small steps 
toward better reproduction, but they 
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are some of the tools which letter- 
press is using to maintain its place 
as an important reproduction 
process 44 


DuPont Briefs Printers 
On New Plate Process 


A major technical advance in let- 
terpress printing and one 


may contribute to 


which 
keeping that 
process in the limelight—was the 
subject of a meeting conducted re- 
cently by E. I. duPont de Nemours 
& Co. in Philadelphia 

In attendance were more than 30 
management and union representa- 
tives of the printing industry who 
had gathered to hear duPont’s 
latest progress report on its new 
photopolymer printing plate 


>» The 
still in the pilot stage, 


photopolymer: plate process, 
utilizes the 
principle of photosensitive plastic in 
combination with ultra-violet light 
When exposed through a negative 
to the ultra-violet light, the surface 
of the plastic hardens only in areas 
These 
insoluble when 
exposed to a washout process which 


where light has reached it 


hardened areas are 


removes the unexposed areas. The 
result is a printing plate said to 
have excellent reproductive quali- 
ties and suitable for long runs. 

The Philadelphia meeting was 
conducted by Paul H. Smith, man- 
ager, Photopolymer Printing Plate 
Development, a section of duPont’s 
Photo Products Department. It was 
called to bring the industry, through 
its attending representatives, up to 
date on latest technical develop- 
connected with this new 
process in which they have ex- 
pressed great interest. 

The photopolymer experiments, 
under development at duPont for 
the past ten years, are currently 
costing the company more than $1 
million a year, Mr. Smith told his 
audience. 


ments 


matter suitable for 
photopolymer plates is the same as 
for other printing methods, Mr. 
Smith explained. The process has 
been tested in periodical, newspa- 


DA subject 


per, rotary business form, commer- 
cial packaging and book printing, 
he said. 

The speaker admitted frankly 
that the process is not yet economi- 
cal for all types of printing. It is 
most economical now, he said, in 
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DIENST 


SERVICIO 


in any language the best in typesetting 


There are many ways 


to say service. In 


typography they all mean the same thing- 


typesetting you can depend on for quality 


and accuracy 


Entrust 


your next job to 


SERVICE Typographers and appreciate 


the difference it makes in your ad or mailer 


eA yeeseting 


23 S. Wells St. - 
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Chicago 7, Illinois + HArrison 7-8560 


You know very well what kind of 
slug. 


cases where maximum use is made 
of photography, where speed is 
needed and where a reduction in 
press makeready is significant 

“In the future,” he added, “when 
the price comes down and plate size 
goes up, the economics will become 


even more favorable.” 44 


Sample Shows Lightweight 
Papers Can Be Opaque 


A sample four-color folder printed 
on lightweight paper is offered by 
Combined Locks Paper Co., Com- 
bined Locks, Wis., as proof that 
lightweight and opacity are com- 
patible and should be considered as 
an answer to increased postal costs 

The sample is printed on 35-pound 
machine coated paper to prove, 
without words, that black-and-white 
or multi-colored printing on proper- 
ly coated lightweight stock can be 
satisfactory. The sample is available 
upon request. 


. for more details circle 504, page 127 


Electronic Brain Aids 
Web Fed Insert Problem 


An “electronic brain” that scans 
preprinted color webs as they feed 
onto newspaper folding 
and adjusts for register error, is 
soon to be marketed by Crosfield 
Electronics, New York. 

The electronically controlled sys- 
tem is now operating on a produc- 
tion basis in France and Germany 
and is being installed in four Lon- 
don newspapers. 


machines 


The system will feed a preprinted 
web into the folder of a rotary press 
simultaneously with the folding of 
the newspaper. It will, if desired, 
feed directly into a printing unit for 
the addition of further printing 

The system employs an electronic 
eye scanner which allows the pre- 
printed rolls to be cut to an ac- 
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free portfolio of Allied’ 
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the quality sheets of Allied. 
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curacy of not less than 1/16’. The 
problem of cutting preprinted rolls 
in the past has been that error ex- 
ists between the press page lengths 
and the preprinted web sections, the 
error increasing and throwing the 
cutting more and more off register 
as each page is cut. 

As an added feature, at the end 
of each preprinted reel an elec- 
tronically controlled flying paste 
joins the new reel to the old with 
an accuracy of better than 34”. 44 


These Records Look 
As Good As They Sound 


Phonograph records designed for 
eye-appeal as well as listening are 
being produced in full color by Con- 
solidated Lithographing Corp., Carle 
Place, Long Island, supplier of labels 
and promotional materials. The com- 
pany’s lithographed paper records 
have already become popular in 
several European countries, Con- 
solidated reports. They are said to 
reproduce sound with excellent 
fidelity and have a long playing life 
with no damage to sound. 

The records are designed to play 
at 33.1/3, 45 or 78 rpm. All produc- 
tion is handled at the company’s 
own plant which is equipped to turn 
out this new item in quantities from 
10,000 to several million. The com- 
pany’s creative department also de- 
velops paper record promotion pro- 
grams 

“This economical new record has 
vast possibilities in the promotion 
field,” says Walter J. Ash, Con- 
solidated’s vice-president and sales 
manager, “because it can present a 
sales message with no limitations as 
to art or color in a form that has 
definite consumer value, and will be 
kept and seen repeatedly by the 
consumer.” 44 


Electronic Makeready 
Introduced by 3M 


An electronically controlled 
makeready system, the result of 
several years of research, has been 
introduced by Minnesota Mining & 
Manufacturing Co. The process 


1S 


said to assure sharper, cleaner re- 
production throughout the entire 
length of a press run 
To prove its claim, 3M has de- 
signed a full-color folder prepared 
with the aid of the new process. De- 
signed primarily for distribution by 
printers who have installed the sys- 
tem, it is being offered to anyone 
interested in inspecting samples of 
the results 
. for more details circle 503, page 127 
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Mailing the 


Big Three Mail 


The final article in AR’s series 


covers that delicate area— 

alate the people who buy from catalogs— 
tf e o Fresh from the bin y 

poker and how to reach them. 








By Robert B. Ko 


AR Mar ' 


nikow 
Mianaging ctait 

If you talk to any expert in sell- 
ing by mail, you will quickly learn 
that his first necessity is a mailing 
list that will produce results. The 
product, he will claim, is easy to 
get; the catalog or mailing piece is 
a matter of hiring the right experts; 
but to select from the millions ot 
American consumers just those 
names who are willing to buy by 
mail, and who are also willing to 
buy your products, is a far different 
matter. 

Thus it is not surprising that, as 
we move in this series into the area 
of the distribution of the giant mail 
order catalogs, we find ourself in 


a very sensitive area 


Nianagement 
which is perfectly willing to tell 
you how many colo pages art in- 
cluded in a catalog—for, after all, 
with patience you could count them 
yourself is a little reluctant to dis- 
cuss how they select the most profit- 
able names to receive these monu- 
mental catalogs 

It is obvious that, whatever thei: 
methods, they are succeeding in 
reaching their markets. Spiegel, for 
example, has just reported that 1958 
was its largest year in total volum 
Sears 


reported that its mail orde: 
accounted for about one-fourth of 
its gross sales of $3,937,000,000, giv 
ing it its biggest mail order yea 


in both tonnage and volum« 


> The mathematics of mail order are 
simple You send out descriptions 
of merchandise, and wait for the 
orders to come in. You profit de 


pends upon how many dollars each 


er Catalogs 


dolla spent on circulars and post- 
age will pull in through the mail 
And when you send out as many 
as six million catalogs at a cost ap- 
proaching, or perhaps exceeding, $2 
each, the orders had better come in, 
or you won't be in business long 
So the problem of selecting the 
proper mailing list is a crucial one 
Through the years, various criteria 
have been set up, but experience 
has boiled them down to three 
@ Recency 
e Frequency 
©@ Amount. 
All three mail order organizations 
-Sears, Spiegel, Ward’s—base their 
selections on these three factors, 
although, of course, their definitions, 
and the way they are applied, will 
vary 


> Let’s see what these factors mean 
is the first, and its im- 
port is simple. A buying season 
lasts for six months, the period be- 


“Recency - 


tween two successive general cat- 
alogs. Which was the latest buying 
season which saw an order from a 
particular customer? 

“Frequency” adds another dimen- 
sion to the process of selection. hh 
how many recent seasons has _ the 
order? In other words 
how regular a customer is he? 


custome! 


The third factor is “amount,” for 
an obvious reason. A customer who 
spends a lot of money with a mail 
order house is a better custome! 
than one whose order rarely go¢ 


over a dollar or two 


> These three factors can all be ob 


tained from the record of actual 


orders placed, although the three 
houses may use different methods 
in obtaining and recording the data 
3ut all three share the approach 
that the best prospect is an existing 
customer. It is easier to get another 
order from somebody who has 
recently 
A consumer's past buying habits are 


placed an order with you 


the best guide to a prediction of the 
future. 

This seems logical, ot course, but 
the most logical is not necessarily 
the most useful. Many other criteria 
suggest themselves as_ possibilities 
Shouldn’t income level bear a re- 
lationship to sales? How about the 
number of children? What about 
home-owners as contrasted with 
apartment-dwellers? These factors, 
and many others, come to mind, and 

great many have been tested. But 
one of the most important a 
illingness to buy by mail is 
ird to determins except through 
1 examination of past habits 

So after 
ttempts to 


many tests, and many 
improve on. criteria, 
almost universal agreement 
iat the best prospects are those 


Itered by the three factors of 


there 1S 


cenc\ lrequenc\ and amount 
>’ Each of these house is its own 
stem for dividing its precious cus- 
tomer list into categories, ranging 
from those who are ready to whip 


ut their fountain pens and check 
books just as soon as the wrappings 


are torn from the catalog, to those 


who have bought nothing for 21% 
years and might order a_ tubs ol 
toothpaste vithin — the next ix 


months 


Categories are based on the at 
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Vital Customer Records 


the 


tual records of buying 


As an orde 
comes in, it is routed to a _ unit 
which pulls from the files the stencil 
card of that customer. Spiegel, with 
a single mailing point, has a single 
file, but the customer files of the 
other two companies are kept in the 
branch houses scattered across the 
country 

Wards, 9 


The most 


Sears has 11 of these 
convenient custome! 
card is one which has inserted a 
plate or stencil which gives the 
customer's name and address. Its 
first task it to run off as many ship- 
ping labels as are needed to handl 
the particular: Ward uses 
Elliott Spiegel, Speedo 
graph Sears, Addressograph 

The minimum of information is 


orde) 
stencils; 


posted on these cards, just enough 
to establish, later, which of the 
many categories this particular cus 
tomer should be assigned to. Ward 
writes it in by hand, using a dif- 
ferently colored ink for each of the 
selling seasons with which it is con 
cerned. Spiegel uses a system based 
on holes punched around the edg 
of the card. Sears punches hol 
in small cards held in the 


plate 


metal 


> A careful check is kept ot cu 

tomer reaction and buying habit 

Each of Ward’s branch houses send 
in a regular report of how the list 
varies as orders come in. These are 
collated at the Chicago office, so 
there is constant awareness of how 
many customers there are in each 
of the houses in each of the cate 
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gories which indicate sales potential. 

Spiegel’s centralized operation 
permits certain variations from this 
sampling procedure. This company 
has set up a carefully-selected panel 
of customers, which is a mirror in 
miniature of the entire list. It runs 
between three and four percent of 
the entire list, and is statistically 
representative. The stencil cards of 
each of these customers is flagged, 


so. that 


when an_ order 


comes 
through, it is turned over to a spe- 
cial desk, which makes out, using 
sense marking, a special IBM card 
on the transaction 


While very 


corded on the 


simple data is 
normal customer, 
this statistical guinea-pig has many 
more facts jotted down. Such items 
the source of an order (mail, 
num- 
ber of departments involved, and 
so on, are indicated. Later, this in- 
formation is transferred to the main 
IBM card on this custome) 


This detailed 


Visit to retail store, phone), 


sampling permits 


a great many different studies to 


be made on the relationship of buy- 


ing and various factors, without the 
expense of taking a new sample, 


or of conducting expensive surveys 


> One of the major problems, how- 
ever, is of keeping this 
truly representative 


sample 
For example, 
none of the customers whose name 
are included knows that he is on 
a special list. This very knowledge 
would tend to introduce a bias in 
his purchasing habits 


Another pi »blem has been to keep 


the list for being used for special 
projects. During the ten years of 
its existence, a number of people 
within the company have wanted to 
use the special list, or at least sec- 
tions of it, for testing certain new 
merchandising ideas. For example, 
since the IBM sorter could pull out 
customers with very special char- 
acteristics, it could serve as the 
basis for a pin-pointed appeal. How- 
ever, this has been steadily and 
successfully resisted, for any such 
use would vitiate the sample, and 
make it necessary to go through 
the time and 


money consuming 


process of building a new sample 


>» As the planning for each catalog 
gets underway, the decision must 
be made as to who will get the 
coveted books If the decision is 
that a specified number of catalogs 
will be mailed, then enough cate- 
gories, starting from the top, ar¢ 
selected to furnish the desired num- 
ber of names. If the decision starts 
with the profitability of the cus- 
tomer, then each category is ex- 
amined, the ratio of returns esti- 
mated, and categories are added as 
long as there is a reasonable ex- 
pectation of profitable sales 

Once the choice of categories to 
be used is made, the word goes out 
to prepare the labels. This is done, 
of course, wherever the stencils are 
located 


> At Spiegel, the punched holes are 
the indicators for the selecting 
mechanism, which works automati- 
cally. The machine picks out those 
customers who meet the criteria 
that have been set up for that par- 
ticular mailing, and prints labels for 
them 

Sears, too, selects its names auto- 
matically. The machine is set up to 
sense the punched holes in the cards 
on the plate, and to make labels 
only from those which have the 
specified characteristics. 

At Ward’s, the selection is done 
manually. The stencils are fed along 
a channel which runs along the 
front of the addressing machine. A 
girl glances at the records posted, 
and decides whether this custome 
meets the criteria of selection. If 
prints a label. If not, she 
returns the card to the file without 
printing a label. And if the cus- 
tomer has not bought anything dur- 


so, she 


ing the last five selling seasons, she 
touches a control that shifts the 
card to the inactive file 

’ The labels are generally large 
at Ward’s, for example, they are 
3°gx434""—since they must contain, 
in addition to the name and address 


of the customer, the mailing permit 





The actual affixing of the labels 
is done, with both Ward and Sears, 
at the printer’s. Spiegel varies the 
routine by handling its own mail- 
ing. It has the printed and bound 
catalogs shipped to its own mailing 
room, but aside from this difference, 
all other procedures are basically 
the same 

As the finished catalogs flow from 
the binding and covering machine, 
they are sent through a machine 
which wraps each catalog individ- 
ually, and affixes a label. They are 
then tied together in bunches, and 
packed in standard mail bags. They 
are not, however, mailed directly. 


>» Since the catalogs are heavy, and 
go by zone rates, it is usually more 
economical to ship them in bulk to 
various regional mailing points, and 
then hand them over to the United 
States Post Office. This results in 
no catalog ever paying more than 
a second zone rate. 

This flow, from binder to wrapper- 
addresser to mail sack to boxcar 
or truck trailer, must continue 
smoothly, or there will be trouble. 
One expert has estimated that if 
the flow were interrupted, by a lack 
of labels, a breakdown of the ma- 
chine, a shortage of mail bags or of 
box cars, the whole, tremendous 
printing plant would have to close 
down in three hours, because the 
place would be glutted with nice, 
fresh catalogs. 

But this isn’t allowed to happen 
The box cars are loaded with 18,000 
catalogs and a truck trailer with 
5,900, and they are hauled away to 
the regional distribution points. 

These are selected so that every 
point to which a catalog must go 
is within 150 miles of a regional 
distribution point. In addition, these 
post offces must have the capacity 
to handle the large volume which 
suddenly descends upon them 


> Mail, however, isn't the only tech- 
nique which is used to get catalogs 
into the hands of customers. In 
many communities, local parcel de- 
livery services are called upon. 
Whether this method is adopted de- 
pends upon a number of factors, 
first of which being whether a com- 
munity actually has such a delivery 
service. It also requires a fairly high 
concentration of recipients to make 
this special door-to-door service 
practical. Cost is always a factor, 
but unless parcel delivery also has 
the advantage of speed over the 
mail, the savings may not be worth 
achieving. One advantage, however, 
which works to the benefit of the 
mail order houses, is that distribu- 
tion time, for both the Spring-Sum- 
mer and the Fall-Winter general 


CONSTANT 
SALES PRESSURE 


vith FEINN 
LOOSE-LEAF BINDERS 


Heinn binders maintain sales pressure by keeping buyers 
aware of your company and your products. The impression 
value of Heinn binders is so good that your salesman’s 
callback usually means a sale. You cut your cost per sales 
call far below the average of $18.92 reported in a recent 
survey. 


Heinn brings you a complete line of custom-styled binders 
and indexes. Prices are low to moderate, depending on 
your preference in workmanship and materials. You get 
the industry’s best dollar value and something more — 
the counsel of representatives who rate as experts in loose- 
leaf planning and design. Measure your results in binders 
that exert sales pressure with- 
out ever wearing out their SPECIAL 
welcome, and in insignificant —? 
costs for each month of service. Send for your free 
sample of Heinn’s 
Presentation cover 


CLIP AND MAIL Yes, we're interested in Heinn's special services and 
THIS COUPON: fast production. Send information on : 


SALESMEN’'S BINDERS 


The | 
: | DEALER BINDERS 
[_] MANUAL COVERS 
[—] HEINN INDEXES 
. 


NAME 


COMPANY TITLE 


Sales Zone 5-£ FIRM 
326 West Florida Street 
MILWAUKEE 4, WISCONSIN 


ADDRESS 
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Not what they tccanl but 


whal good fer them. 


OLIVER CROMWELL 1599-1658 


Tain't always so. Some times it does 
nt pay to be a wise guy; but do 
exactly like the customer wants. They 


re not all dummies 


odie 


ADVERTISING SERVICE 


| 


WA 2-9560 


AVENUE * 
$2) SOUTH WABASH Since 1919 


| Fost and Resourceful Service 


+ Momeoe 


MERCHANDISING IDEA KIT 


A COMPREHENSIVE GUIDE TO 
UNUSUAL PROMOTIONS USING 
GENUINE 
NATURAL COLOR PRODUCTS 


Plastichrome Postcards, winners of the 
Lithographers National Association Award 
for 6 straight years, offer unlimited 
possibilities for product promotion and 
merchandising of advertising campaigns 
Made from your transparencies — COST 


LESS THAN Ic each 


Also available in full natural color are 
jumbo size self mailers, king size cards, 
brochures and broadsides 


Complete creative service at no extra cost 


WRITE FOR YOUR KIT TODAY 


COLOURPICTURE PUBLISHERS, INC. 


400 Newbury Street, Boston 15, Massachusetts 
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catalogs, falls at a season when the 
parcel delivery load is low. 

Another technique, which Ward 
uses extensively, but which Spiegel 
has rejected, is to deliver catalogs 
in bulk to retail stores. A card goes 
out to customers in that area which 
notifies them that the catalog is 
ready, and requesting that they pick 
it up. 

The catalog order store has a list 
of people within its area who have 
been notified, and if a catalog has 
not been picked up after a decent 
interval, it will call up the customer 
to remind him, or may even put 
the catalog in the mail. 

Ward's feels that this has a num- 
ber of advantages. In many cases, 
it is actually quicker than mail, 
those smaller com- 
munities where it is easy for the 
customer to drop in. In addition, it 
builds traffic, gets people to expose 
themselves to a visit to the store. It 
is also somewhat less expensive. 

Spiegel has tried this form of 
bulk delivery, but has abandoned 
it after careful tests. It feels that 
the profit picture is hurt by such 
a technique, and backs up its feel- 
ings by a test during which every 


especially in 


other name in a community was 
asked to pick up their catalogs, the 
balance being sent them directly. 
Then a careful tabulation was made 
of the actual orders sent in by the 
two halves. Spiegel has concluded 
that the possible advantage of an 
additional with the 
tomer is outweighed by the delay 
in getting the catalog into the cus- 
tomer’s hand 


contact cus- 


> A list, as all mail users know, is 
not a static thing. Since two of the 
three criteria of selection are fre- 
quency and recency, the list of cus- 
tomers is fairly accurate. The ad- 
dress is checked with each order, 
and since customers want the mer- 
chandise for which they are pay- 
ing, they are anxious to keep their 
mailing address up to date. Less 
than 2 of the catalogs are re- 
turned because of poor addresses. 
3ut customers do drop off, be- 
cause of real or imagined griev- 
ances, changes in buying habits, or 
death. And they must be replaced, 
and added to, if a business is to 
grow. All three companies are con- 
stantly trying to add to their cus- 
tomer list, using various techniques 
Catalogs themselves are too ex- 
pensive to use as a means of pro- 
motion. They cannot be sent out 
indiscriminately, even though some 
of the recipients may very well 
turn out to be good customers. 


> The greatest impact is made when 
a new catalog order store is opened 


44 WN. Main Street 


FOND DU LAC 


To Encourage Phone Orders 
inserts this bookmark 


Spiegel 
in all catalogs 
within the area of a catalog order store 


in a community. This does not han- 
dle an inventory of merchandise, 
but is a place where a customer 
can go to get some help in finding 
what he wants in the catalog, can 
see actual swatches of many prod- 
ucts, can place an order, arrange 
payment plans, and save shipping 
charges and perhaps time, by hav- 
ing his merchandise delivered to 
the store where he picks it up. 

Upon the opening of a new store, 
all the sales promotion tools are 
used. Newspaper ads call attention 
to the opening. Open house is held, 
with door prizes and gifts for the 
kids. Catalogs may be offered on 
a loan basis. 

While the details vary, the aim 
is to make as much of an impact 
on the community as rapidly as 
possible, to add as many new buy- 
ers to the customer list as possible. 
And once a new name is added, a 
new stencil made out, the customer 
automatically falls in one of the 
categories considered for the list 
for the next catalog. 


> Retail 
Sears and 


stores, from which both 
Ward’s derive a sub- 
stantial part of their volume, also 
do their bit towards the catalog 
sales. Each store, while it contains 
a large number of items, cannot al- 
ways satisfy a customer's needs. The 
salesmen are encouraged to shift 
these unsatisfied demands to the 
catalog, and retail clerks get credit 
for such sales. This, too, adds to the 
customer list. 

Other techniques are adopted 
from time to time. Spiegel, for ex- 





ample, uses direct mail to add new 
credit plan customers. Since an ap- 
plicant must take the first step, 
after having received a mail ap- 
peal, by giving credit information, 
he is a better prospect than a name 
pulled from a hat. 


>» Ordering by phone is another as- 
pect of buying that is being en- 
couraged. Spiegel inserts a special 
reminder in all catalogs going to 
homes within reasonable telephone 
area, giving the phone number. 
Sears has even gone to the special 
effort of getting out a catalog de- 
signed especially for phone buyers. 
This was frankly an experiment 
which is being followed with in- 
terest by the entire industry. Cur- 
rently being tried only in the Phila- 
delphia area, this telephone catalog 
has a special cover, with a phone 
prominent in the scene, and differs 
from the general catalog in that it 
omits certain merchandise which 
experience has indicated is rarely 
ordered, at least in a metropolitan 
area, without personal examination. 
Refrigerators, for example, fall in 
this category. 

Serious doubts are being raised 
about this approach. Will the ex- 
pense of running another edition 
be warranted by the additional 
sales? Will people resent getting an 
abridged catalog, even if the mer- 
chandise omitted is something they 
would never buy? Only careful ob- 
servation and analysis will answe1 
these questions 


> Techniques are constantly being 
improved. New theeries are de- 
veloped and tested in the field. For 
when you come right down to it, in 
form of 


sales promotion 


no other advertising or 
the results be 
measured so accurately by the cold 
figures of sales and profits 44 


can 


Greif Survey Tells Why 
Editors Reject Releases 


Business publications throw out 
up to 500 releases every month, ac- 
cording to a survey made by Greif 
Associates Inc., New York. 

Major this wholesale 
rejection was lack of interest to the 
editor’s particular reading-audience. 
Other causes listed by the editors in 
the questionnaire in the order “most 
mentioned” included the following: 
® no news value 


reason for 


® too commercial 

® too many from same company 

@ badly written 

® subject 

out-of-date 
In the blunt 


matter not original or 


but honest 


reasons, 


DIRECT MAIL 
ADVERTISING, INC. 


editors also listed “individual pub- 
lication policy,” “payment for en- 
gravings,”’ and “advertising.” “Ad- 
vertisers come first, then prospects, 
then those of interest,” is the way 
one publication put it. 
The fact that lack of 


use of a 


immediate 
not always 
point to a reject by the editor was 
also brought out in the survey. One 
editor in the electronics field stated, 
“TI, and many 


Savers. 


release does 


other editors, are 


Releases come in which I 
stick in a pile with other informa- 
tion in and I 
point for a 
roundup article covering new 
velopments over, say, a year.” 

The survey which was sent to 
300 leading trade publications 
also asked about preferred release 
length, and number of 
sired. 

Tabulated results are available 


the same class often 


use these as a starting 


de- 


photos de- 
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Mail Folder Republished 
By Popular Request 


The republishing of a folder orig- 
inally issued 10 years ago has been 
announced by the Advertising Fed- 
eration of America, New York. 

Available again because of the 
many requests, this issue of “Some 
Questions and Answers About Ad- 
vertising” has been revised to meet 
the advertising needs of today. 

The folder uses simple terms to 
state and answer many of the ques- 
tions which asked frequently 
about advertising. Among the ques- 
tions covered in the folder are: 
“How much is spent for advertisin 
in the United States?’’, “How 
is the advertising cost 
sale?” 


are 


much 
unit ol 
“Does advertising give 
benefits to the 
ulating the sale of goods?”, and 
“Why do some critics attack adve1 


pel 
I 
any 


public besides stim- 


tising?”’ 


. for more details circle 514, page 127 
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NSION ENVELOPES: 


7 
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— 
4 
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3 


P,ELOPES* TENSION 


Hitchhike 


your way fo 
increased 
orders 


vous), sonal STAMP PAD KIT 
ef (> 


RETURN ORDER 
ENVELOPE 


It’s the new Tension creative 
design return envelope created 
to sell a Aitchhike item on the 
outside. Here’s a new way to 
sell more and different mer- 
chandise along with that on 
your insert. It’s a merchandis- 
ing method tested and proved 
by numerous direct mail users. 


When a customer is enclosing 
his money in the envelope, he is 
in a buying mood. A mood you 
don’t want to miss! A Tension 
envelope offering your hitch- 
hike “impulse” item can boost 
the size of many of your sales. 


HAVE YOU SEEN..."The Influ- 
ence of Envelopes ” a fascinat- 
ing 28-minute, full-color sound 
movie. Available free to serv- 
ice clubs, etc. Write for details, 


FREE SAMPLES 


Let us send you free samples of many 
Tension “Hitchhike” item envelopes 
now being used in your industry. 
Please enclose copies of your own 
business reply envelopes. 


AY 


Tension Envelope Corp 
815 East 19th Street 
A Kansas City 8, Missouri: 


fy 
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rApy Ves Paying 
Ist CLASS POSTAGE for 
3rd CLASS ag 


@ Retain the dignity your Ist class 
letter must have to receive per- 
sonal attention. 


@ Send it with your 3rd class cata- 
log in Du-Plex...letter arrives in 
distinctive Ist class compartment 
separate and apart from catalog. 


@ Only Du-Plex gives Ist class 
dignity to your letter mailed with 
your catalog. Only Du-Plex gives 
you Ist class value for the $30.00 
per thousand postage you pay. 


Write for Du-Plex samples, prices! 


Du-Plex 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL. 


YY/44LLLLLLLES SL 1, 


(Read. Me- First { 


power of four color process 
pictures on your ENVELOPE 


(and letterheads, too! 
FREE KIT when requested on 
business letterhead 


Top quality . . . bottom prices 


Colortone puss 
Color Stationery Specialists 
2412-24 17th St. N.' Wash. 9,D C 


OTOL 


ready-to-use 
art for offset! 


Clearance Sale! 


GRAB BAG OF $4995 
‘CLIP BOOK’ ART ZL... 


Gold mine of ready-to-use art! Odds & 
ends of Line Art, Tone Art, Lettering 
One to customer, & new customers only 
Check with order. Guaranteed to 


satisfy! 
HARRY VOLK JR. ART STUDIO 


Pleasantville 37, New Jersey 


INVISIBLE INK 
PRINTING 
GETS RESULTS! 


FREE M_E. Moss &C 
SAMPLE 119-H Ann St 
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The Cause of it All 
Fraternity-style 
ceramic mug 
suggested novel 


direct mail theme 


Novel Mail Campaign 
Based on ‘Brotherhood’ 


No prospect is a stranger if he’s a 
fraternity brother, and this appeal 
was recently used in a good-hu- 
mored, offbeat promotion that was 
successful for the Pennsylvania 
Transformer Div., McGraw-Edison. 

In searching for a different kind 
of premium to help a direct mail 
campaign introducing its new “Pole 
Star Regulator,’ the company found 
a fraternity-style ceramic mug de- 
signed and produced by Contem- 
porary Ceramics, Chatham, N.J. 

A “gimmick” idea, certainly, but 
in this case, the gimmick established 
the theme for the entire direct mail 
campaign. A “fraternity” was estab- 
lished, and the three teaser mail- 
ings conducted the campaign in the 
following manner: 


e The first informed the recipient 
of his imminent proposal to mem- 
bership in “Pi Sigma Rho” the Na- 
tional Honorary Fraternity of Dis- 
tinguished Fellows Devoted to the 
Art and Science of Better Electrical 
Living 


e The second congratulated him on 
his adoption into the honorary soci- 
ety. 


e The third detailed his initiation 
and, incidentally, fully described the 
regulator 


The fraternity “drinking mug” 
the emblematic memento of mem- 
bership—followed the direct mail 


campaign 44 


New System Puts Speed 
Into Inquiry Followup 


Speedier followup has 
been provided with a new form 
adopted by the Lima Register Co., 
Ohio 


The form is a snap-out 


inquiry 


carbon 
different 
colored pages to be used as follows: 


type consisting of four 


® original white—with a gummed 


o* 


iryysat 


back—goes to prospect as mailing 


label 


® yellow carbon informs the whole- 
saler of the interested prospect 


® pink carbon goes to the Lima dis- 
trict manager for checking inquiry 
results 


@ blue carbon is kept as office copy; 
filed for reference, periodic check- 
up and tabulation. 


The new inquiry system was de- 
veloped by the company’s adver- 
tising counsel, Howard Swink Inc., 
to capitalize on Lima’s stepped-up 
advertising program. 

Additional information is avail- 


able from Lima Register Co., Lima, 
O. 44 


New Mailer Does 
Everything But Transcribe 


A new mailing piece with special- 
ty as well as direct mail appeal is 
the versatile, Mail-O-Matic “Ap- 
pointometer” from the Direct Mail 
Printing Co., New York 

self-mailer, the Appointomete: 
offers a two-month dated appoint- 
ment schedule, a yearly calendar, 
telephone number spaces, a 6-inch 
ruler, memo panel, projected dates 
panel, and special storage pocket 
for credit cards, tickets, separate 
memos, etc. 

Prices, including 5 lines of copy 
imprint, range from $22.50 for 100 
each two months or 300 for one-half 
year, to $450 for 5,000 each two 
months or a 6-month total of 15,000 


- for more details circle 515, page 127 


Dexter Press Pamphlets 
Discuss Color Post Cards 


Color post cards in direct mail 
have been given full coverage in a 
series of three pamphlets recently 
published by Dexter Press Inc., New 


York 


© How to Buy Color Post Cards... 
discusses the quality, creativity, pa- 














“Jomptivating!... 


Jantilating! . .. 


Pardon our enthusiasm 
but food so appetizing 
and so mouth-watering 
deserves new words... 


and 


QUALITY 


PRINTING! 
Only Collotype printing 


gives such photographic-like 
reproduction because there's 
no screen dot. Check it. 

For beautiful full-color 
printing or realistic 
transparencies on 

plastic or paper. . 

Black Box Collotype* 

has no equal! 


Call or write for samples, today 


BLACK BOX COLLOTYPE 
STUDIOS, Inc. 


41840 W elmont Ave Chicago 41 








per and ink factors, printing screen 
and many other factors necessary 
for good reproduction. 


@ Your Color Post Card Picture 

. is an abbreviated course in ad- 
vertising illustration. The picture 
purpose is discussed, its ability to 
attract attention, and identify the 
product, place, or service featured 
in the mailer. 


@ Best Results From Your Color 
Post Card . . . discusses distribution, 
cooperative arrangements, mailing 
list precautions and outlines the use 
of sales promotional material. 


- for more details circle 516, page 127 
List Ideas... 


Directories Represent 
PR and Management 


Million Dollar More than 20,000 
Directory companies, re- 
ported to be worth 

at least a million dollars each, and 
the 175,000 top management people 
connected with them, are listed in a 
new directory published by Dun & 
Bradstreet Inc., New York 

The new Dun and Bradstreet di- 
rectory indexes these 20,000 million 
dollar companies under four prin- 
cipal headings: 
® alphabetically by name of busi- 
ness 
® geographically by state and cities 
e functionally by line of industry 
and trade 
@ individually by names of officers 
and directors 

Complete details are available 
from Dun & Bradstreet Inec., 99 
Church St., New York 8 


Public Relations Over 2800 men and 
Register women currently 

engaged in pv. 
work are listed in the official ros- 
ter of members and associates by 
the Public Relations Society of 
America Inc., New York 

The “who's who” of the public 
relations profession, the roster is 
the only directory of its kind pub- 
lished, and lists its people accord- 
ing to alphabetical, geographical 
and organizational categories. Also 
included is a complete list of the 
society's national officers and those 
of its 36 chapters, the board of di- 
rectors and standing committees 

It is available to non-members 
and organizations for $35 plus New 
York sales tax where applicable; 
libraries, using the Register as a 
reference tool, are extended cour- 
tesy discounts. 

Additional information is avail- 
able from the Public Relations So- 
ciety of America Inc., 2 W. 46th 
St., New York 36. 


Give your sales a seasonal lift with 
low-cost Nashua Self-Sealing Bands! 


Seasonal promotions coming up? Time you looked into Nashua Self- 
Sealing Bands—the low-cost way to give products a holiday push. 
Here’s what Nashua offers you... 


You can get bands in your own design—or designs created for you— 
printed in up to six colors. You have a choice of any size from 14” x 6” 
to 12” x 34”. Available in either self-sealing or moisture-sealing bands. 


Cash in on this low-cost, sure-fire way to give sales a seasonal lift. 
Just list your requirements and write for full information and prices 


to Nashua Corporation, Dept. ar.59, 44Franklin Street, Nashua, New 
Hampshire. Do it today! 


Get on the Nashua Band Wagon! 


Low-Cost Packaging Special Promotions Combination Sales 


NAGHUA 


\ r. 7 
NASHUA (_oxboralion 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5— Phone HArrison 7-3732 


ELECTROTYPES + NICKELTYPES »- PACOTYPES + STEREOTYPES + MATS + R. O. P. 
COLOR MATS + THERMOSETTING MAT PATTERNS + PLASTIC PRINTING PLATES 


Where do you get BETTER SERVICE than at P& A? 
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DIRECT BEARING — Carton identification 
was costly and cumbersome until McQuay 
Norris switched to Avery color-coding 
labels. Stocks were reduced from 40 to 9 
basic label sizes... application time was 
cut 65% ...and the auto parts company 
had a tight-gripping label that provided 
clear information quickly. 


GLOWING REPORT — The Lustra 
Corp. of America provides an 
unconditional guarantee of life 
expectancy on each fluorescent 
tube and light bulb. Avery self 
adhesive labels applied at the 
end of the tubes over the metal 
contact pins spell out this guaran- 
teed period neatly and plainly 


Cl T COSTS 
REDUCE inventories 
UNIFY packaging stocks 


SAVE time and money 


WORTH 1000 WORDS —Remington Rand 


EXPEDITE shipping | uses miniature self adhesive line cuts to 


illustrate planning layouts effectively 
/ MPRO VE y eee aie UNIVAC salesmen in 100 offices rely on 
! 4 pl oduct re¢ Ognition these handy Avery labels to show customers 
" the operating procedures of the company’s 
Data Automation System. Remington Rand 

salesmen like it...customers do too 


AVERY LABEL COMPANY, Div. 113 


117 Liberty St., New York 6 ¢ 608 S. Dearborn St., Chicago 5 
e 1616S. California Ave., Monrovia, California 


Please send me further details on how Avery Label: 
ave me time and money 


e your sales representative call soon 


hex vom Title 


_ I —— 
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how to 


merchandise 


with 


corrugated boxes 


Modern merchandising techniques 
insist that you start with your 
product’s corrugated shipping box. 
Make it an effective display piece, 
then build your program around it. 
In designing a modern package for 
your product—even though your 
product is similar to others on the 
market—these five questions must 
be answered. 


1. Who uses the product? . . What 
income 
levels of the purchasers? When is 
the product purchased? How are 
the purchases made? Is the product 
sold only in certain geographical 
areas? Is the product a_ seasonal 
item? Design your package to ap- 
peal to those most likely to buy 
the product 


are the sexes, ages and 


2. Where will the product be sold? 
.. Will the product be sold in super- 
markets? In department stores? 
Drug stores? Hardware stores? A 
combination of both 
wholesale outlets? Will sales be 
made through wholesalers only? 
Direct? By mail order? How many 
competitive products are stocked 
by your outlets? Where in the retail 


retail and 


This article is adapted from ‘How to Mer- 
chandise with Corrugated Boxes,” No. 3 in 
Hinde & Dauch’s Little Packaging Library.‘ 
1958 by Hinde & Dauch. 


The corrugated box is taking on more importance as a tool 
of merchandising, in addition to its prime function of pro- 
tecting its contents until they reach the consumer. 


store is the product 
Where is its’ off-shelf 
Channels of distribution are impor- 


displayed? 


v« » 
storage: 


tant to your package design. 


3. What is the retail unit size? . . 
Are any other sizes necessary? Will 
product ship and conven- 
iently? What is the normal unit of 
purchase? Can the unit of purchase 
be increased by 


stack 


packaging six, a 
dozen or 24 to a package? Can re- 
lated items be packaged together? 
Is your product adaptable for a 
“take home” package? Recognition 
of these facts will make your prod- 
uct more acceptable 


4. What is the shape and weight of 
your product? .. Will it take a min- 
imum of shelf space? Can it be 
stacked and stored easily? Can it 
be handled and wrapped easily? 
Can it be shipped economically? 
Will the box provide positive pro- 
tection for the product? Will it keep 
it from deteriorating? A good mer- 
chandising package must be practi 
cal as well as modern and attractive 


S. What types of packages are used 
Are they 
unusual in shape and design? Do 
they offer features? 
Are the competitive packages liked 
by jobber, dealer, and consumer? 
Does one type outsell another? Are 


by your competitors? 


convenience 


the packages readable and _ identi- 


fiable at a normal distance? Design 
your package to stand out among 
other packages on the counter and 
the shelf. 

> “Show packaging” is the carefully 
planned designing and printing of 
corrugated boxes It is 
display boxing. In show packaging, 
selling copy and effective display 
are integrated parts of the box. Your 
product 1S 


shipping 


packed in a_ natural 
sales-making setting. It arrives in a 


clean, undamaged condition. The 


Convenience Packaging 
unwieldy byect are rn 


ile and take home 


toiner f 


Ide a from 


Packaging & Labeling * 9] 





Need 
an extra 


salesman? 
s Let... 


65 years of 
creative art 
and design 
go to work for you 
OT PE SIN 
TAGS o1a LABELS 
is our specialty 


aC ee 


16th & INDIANA AVE., PHILADELPHIA, PA. 
OFFICES IN PRINCIPAL CITIES 


® AD REPRINTS 
@ PLATES & 
ELECTROS 


@ FILMS 
@ SAMPLES 
@ PREMIUMS 


Ready For 
Mailing In 


sa 
Le Seconds 


Use CONVENIENT 


ONE - FIECE 


MAILING BOXES 


© Saves Time 
—> Saves Money 

— = ——~ @ Folds Flat 
4 Choose From ~~. No Storage Problem 
/ DIFFERENT A @ Eliminates Wrapper 
1 SIZES } String and Tape 
\ 3un2n% , @ Makes A Stronger 
Nag to 84 1 5h x Safer Package 


ee ad Write For Free Somples 
ond Complete Price List 


tHe C. J. FOX co. 
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Per Me el L milla 
ed a 


Unit Package 
By de 


ntainer around the 


signing the 
product, and with 
the ame theme 
unit purchase i 


increased 


show package induces the dealer to 
display, it attracts immediate cus- 
tomer attention. In addition, when it 
includes the spark of imagination, 
it ties in perfectly with your entire 
merchandising program, dominating 
the sales area in which it is placed. 

Effective merchandising is show- 
Many a 


pre -sold on 


can be 
then 


manship custome! 


one brand, and 


convincingly switched to another 


brand once inside the store by good 
highly 


merchandising. In today’s 


competitive market, the success or 


failure of your product is due, in 
great measure, to the show packag- 
ing you give it. Showmanship cap- 


tures the sales 


Mer- 


sales 


» Unified 
chandising, to 


merchandising 

dominate the 
area. must be unified. Your product 
attractively should 
the hub of any merchandising plan 
In theme 


packaged form 


color, artwork and print- 


: ' 
ing, all your merchandising material 


must tie in with your product and 
its package 

A survey 
Mich., reveals that 30 of all mer- 
chandising display material supplied 
What 


happe ns to the remaining 70 oO! It 


ash can! The 


taken in Grand Rapids, 


to grocers in that city is used 


ends up in th dealers 
know that 


tant 


unification is all-impor- 


1 ' 
and discard poorly or- 


ganized material 
Relying on display material, with- 
out the use of a_ well-conceived 


merchandising package, IS insuffi- 
cient for the 
Money 


thrown away could well be 


sale of your product 


spent on displays that are 
spent on 
show 


Make you al- 


ways have good display by making 


an outstanding package tor 


youl product sure 


your product and its display in- 


t parable 


> The value of display Sales in 
stores properly displaying a typical 
nationally 
creased 41 


stores went down 24 


advertised brand in- 
Sales in non-display 
on the same 


brands the display stores thus 


diverted business from the non- 
display stores. So says A. C. Nielsen 
Co., following a special cooperative 
research study. Display, then, is of 
prime importance, and especially so 


on your corrugated boxes 


> What the dealer Deal- 
ers do use merchandising material 
when it is right for thei 

their particulan 
plans. They 
the best 
They 
and 


wants 


stores and 


fits in with mer- 


chandising 


want and 


need to know Ways to use 
display material 
detailed 


tions printed on 


appreciate 
Suggestions instruc- 
packages and on 
the back of the 


displays, posters 


counter cards, wire-banners, ete 

They 
ures and a real emphasis on the “do 
it now” o1 theme. (Fore- 
most merchandising authorities say 
that all 
should urge impulse buying no mat- 
ter what the product is.) The deal- 


er’s biggest complaint is that 


like to see large price hg- 


impulse 


point-of-purchase displays 


manu- 
tend to 
space when setting up displays 


facturers salesmen 


hog 
Re- 
membet Tective merchandising 
dominates ideas, not with size 


> Special promotions Show 


packaging adds extra impetus to all 


Explanatory Package .. . T 


nt 





kinds of special promotions. This is 
particularly true during the holiday 
seasons when the design and color 
of your package stimulate gift on 
impulse buying. Christmas, St. Val- 
entine’s Day, St. Patrick’s Day, 
Easter, Mother’s Day, Father’s Day, 
Independence Day, Halloween and 
Thanksgiving all lend themselves to 
special appeals and are ideal for 
identifying your product with the 
occasion 

Show packaging 1S also used el- 
fectively to tie in with your adver- 
tising program, new product fea- 
tures, special offers and promotions, 


ete 


» Me rchandising 7% TTANRE . A 
properly designed corrugated box 
can serve as a miniature “traveling 
salesman” Carrying a message 
about your product, identifying your 
company, winning goodwill because 
it’s easy to handle. It protects your 
product and your mer- 


ul 


chandising 


The Possibilities of Color 


. Attractive color combinations can 
earn great attention, create a good 
brand image for the product. 

. Color can upgrade a product in the 
eyes of distributors, salesmen, re 
tailers, and shipping personnel. 

. Color can portray the personality of 
the product. 

. Special inks, such as fluorescent and 
metallic compounds, can add a dra 
matic, novel look to the box. 

. Color can improve shipping and 
warehouse identification. 

. Color coding can help handlers 
speed assortment of various prod 


ucts and lines. 


gets all you 


you precise man 


well-directed mer- 


chandising WW 1 he receives 


ufacturing, 
ot dama goods The 
sales efforts of many vears can be 
dissipated quickly b 


aged shipme nt 


> What part does colo 


‘ ] 
Color plays a major role in success- 


play 


ful merchandising with cor igated 
boxes Colo: provides a lively back- 
ground for your printed sales 
highlights your trademark 
creates a magnetic atmosphe! 
about your product. In short, 
prime function is to help sell 
product 


How vell colo 


function is determined by how 


ccomy li hes 


§-4-3-2-1 and, it's launched. 


Your numbers are 4 - 0-0 - 1 Industrial 
Avenue for the finest color plates 


and advertising preprints 


You won't have to launch a satellite 
to obtain rotogravure cylinders 
which only the most discriminating 
package printers use or, national 
preprints which are unequalled 


on any planet, just call ACME 


you'll be glad you did 


When it comes to ‘‘roto”’ go to ACME 


gravure services, inc. 
4001 Industrial Avenue Rolling Meadows, Ill. Phone: Clearbrook 5-0200 


WHEN 
Prestige and 
Performance 


are Paramount 


Pures 


bienfang 


free 4 x 6 sample pad 
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10 Merchandising Jobs of 
Corrugated Cartons 


. Multiply the unit of sale 

. Sell through fact-packaging 
. Introduce a new product 

. Encourage dealer display 

. Sell the seasons 


ows Qn 


. Increase sales of related items 
Tie in premium offer 

. Provide free selling space 

. Promote ensemble-selling 


- 
owoaonm 


. Serve as product accessories 


it meets these five facts of force: 
1. Does the color of your package 
attract attention? 

2. Does it create interest? 

3. Does it instill desire? 

4. Does it establish conviction? 

5. Does it produce action? 

For proof that the proper use of 
color can increase desirability, and 
hence increase the sales of a prod- 
uct, we need only present the rec- 
ord. When good color and design 
were used: floor wax sales increased 
25°: carbonated beverages 300%: 
peanut butter 250%; inks 100° 
wines 92°); fabrics 200°; 
goods 100°. Yes, color can attract 


sporting 


attention, create interest, instill de- 
sire, establish conviction, produce 
action 44 


‘Me and Marvac’ Booklet 
Offers Fun and Pointers 


Fun for all, and sales-pointers for 
those concerned, are cleverly woven 
into a novel little booklet entitled 
“Me and Marvac Pick Six-Pack 
Beer.” 

Published by the Container Cor- 
poration, “Me and Marvac” points 
out the profits to be gained by the 
proper merchandising of six-packs 
in a fresh and easy-to-read style. 

While offering fun and frolic to 
all, the booklet is an extremely 
practical aid for 
display and 
niques. 


improving beer 
merchandising tech- 


. for more details circle 512, page 127 


New Packaging System 
Tried by Hallmark 


A new, modular-type packaging 
system for seasonal merchandise 
has been introduced by Hallmark 
Cards Inc., Kansas City. 

Called “Hallmark System-Matic,” 
the new packaging is designed to 
reduce handling, storage costs and 
labor in retail outlets by as much 
as 80% during peak selling seasons. 
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Keys to the new method, accord- 
ing to the company, are 


® an easy-to-handle, freight-saving 
packet that reduces the weight of 
the average shipment by 17°; 


@ a “cube” container in which the 
packets are packed: 


® an efficient method of labeling 
and arranging the packets in the 
cube and numbering the shipping 
cartons to correspond to 
listings. 


invoice 


“Tests have shown,” said D. M 
Gray, director of sales and mer- 
chandising, “that handling time on 
seasonal orders is reduced as much 
as 80°) as a result of the cube con- 
tainers. The cubes also stack easily 
in library-style, the packets assum- 
ing the role of books with all per- 
tinent easily 
along their bindings.” 

A display guide, describing how 


information visible 


6 Lee 
MTC a 


Prize Winners . . . Among the 
gold medalists in the fifth 
competition sponsored by the 
Fibre Box Assn. are these 
three. Top left, display shipper 
for Kimberly Clark Corp. by 
Cc ntainer i rc Cincinnati 
Top right, floor stand for Pa 
percraft C by Ohio Boxboard 

Rittman, Ohi Bottom 

x for Gourmet Foods by 


& Dauch 


Sandusky, 


the merchandise is to be arranged 
on the fixtures as to price and re- 
lated captions, is printed on the 
reverse of an_ instruction sheet 
accompanying each shipment. The 
guides will be printed in specific 
colors for the various seasons, the 
colors being repeated on the pack- 
ets to provide an easy-to-recognize 
color code. 

System-Matic will be introduced 
to dealers at Christmas sample 
rooms in the coming weeks. 44 


Supermarkets To Retail 
Dresses Via Packaging 


A smart sales move toward new 
mass areas of distribution has been 
developed in the retail dress pack- 
ages introduced by Smoler Borthers 
Inc., Chicago. 

Packaging four of its moderately- 





Harassed interval in the day of 
Paul Abernathy. Assistant Plant Manager 
for Intaglio’s publication division, 


Long Island City plant. 


Have you got trouble? 


Phe long distance call came through 
at 9:05 a.m. The guy at the other end 
of the wire was a gravure printer, 
blowing his top. Two color pages, 
etched from Intaglio positives—we 
have troubles and you gotta help! 
Our man left on an 11:30 plane, and 
phoned the next morning. A cylinder 
correction and a printing adjustment 
had turned the trick. Presses rolling. 
all O.K, 

Intaglio service specialists spend 
a vear in other 


\\ e know the 


process preferences, and press needs 


hundreds of hours 
peoples’ pressrooms, 
of every gravure printer in the LS: 


publication or packaging. Your job is 


and tribulation. And seven 


custom made to the specifications of 
the printer who will handle it. And 
Intaglio Service follows through to 
make sure he does—which is one good 


reason for always ealling Intaglio. 


Other cood reasons are: 0% ol 


Intaghio’s 500 craftsmen have been 


with us ten years or more. Four new, 


air conditioned, technically advanced 


plants in New York, Chicago, and 
Detroit and Cincinnati save time 


ofthe wo 


are at your service. For the very best 


in gravure-—positives, carbon tissue, 


Rotofilm, and evlinders—vyou can 


always rely on Intaglio, 


& Intaglio Service corporation 


America’s First Gravure Servicers 
305 East 46th St., New York, 
1828 Lewis Tower Bldg.. Philade Iphia 10 Hague 
. San Francisco—1932 Hyperion A 


369 Pine St 


Vew York—731 Plym 
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priced dress styles in “ready-to-go” 
transparent bags, the dress manu- 
facturer is offering them to super- 
markets, drug and variety stores. 

Designed to capture impulse sales, 
the new Smoler Brothers’ package 
is a transparent polyethylene re- 
usable bag. Tags at the top of the 
bag are color-coded to show the 
particular dress style 

Four-color illustrations of the 
style worn by a model are inserted 
in the see-through bags to show 
consumers how the garment will 
look. Sizes are printed at both top 
and bottom 

The packaging was designed by 
Herbert Baker Advertising Inc., 
Chicago 44 


Multiple Sale Packaging 
Aided by New Banding 


binding for 
multiple sale packaging has been 
released by Rapid Ribbon Corp 
Stretchable and _ printable, the 
non-marring plastic binding offers 
the following doubl« 


lowcost 


A speedy, 


advantage to 
merchants using it for store promo- 
tions 


® Quick, immediate combination of 


packages can be effected by sales- 
girls at the point-of-sale. 

@ It can be removed within seconds 
after the promotion ends without 
ruining the appearance of remain- 
ing stocks. 

The banding adheres firmly with- 
out the use of heat, tools or special 
skills, and its stretchability makes 
it especially applicable to band to- 
gether packages of different sizes. 

Samples are available. 


. for more details circle 513, page 127 


Restaurants Adopt Labels 
For Promotional Use 


Pressure-sensitive labels are pro- 
viding a novel twist in reminder ad- 
vertising for a quartet of leading 
Los Angeles restaurants. 

Operating independently unde: 
the Lawrence L. Frank Enterprises, 
these four famous Southern Cali- 
fornia restaurants Richlor’s, 
Stear’s, Lawry’s and the Tam O’- 
Shanter Inn are using the labels 
on all cigarets sold over their count- 
ers 

The self-adhesive labels feature a 
thumbnail design logo and name of 
They 


moistening and can be 


the restaurant require no 


applied to 


Labels 


pressure-sensitive labels are placed on all 


Promotional . Blue-and-white 
cigarets sold over the counter by Law- 
rence L. Frank restaurants 


the cigaret packages with a small 
manual dispenser by the cashier 
The blue-and-white promotion 
labels were originated by Mike 
Kelly and his ad staff at Lawry’s 
Products Inc: produced by the 
Avery Adhesive Label Corp., Mon- 
rovia, Cal 44 


SOTTM SU Nom Cl Cae mL el 
PPS 7 Ae ee: ee 


Model E 


CHESHIRE 
Labeling Equipment 


Fully automatic accuracy — applies up to 
12,000 pre-addressed labels per hour 


SAVES IMPORTANT TIME—SAVES BIG 
MONEY on pre-addressed labeling jobs for many 
types of mailings. No wasted labels, no skipped 
pieces! Every label accurately, neatly applied on 
the proper spot. Models start at $3000 


Labeling Heads availabl 


wiou yp f Machin 


Widely used by 
volume mailers 
There's a model 
Te | 


Investigate now — 


NO OBLIGATION! 
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WAP 
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wees iaenes 


1644 North Honore Street * Chicago 22, Illinois 


Applies labels 

to envelopes, 
postcards and 
TTL ae att: Li 
ght Meta 

up to 11” x 142” 





see 
Penn/ Brite 
Offset 


the value sheet 


MMi 
Penn/Brite 
Offse 


bao Vitor 


sWies 
Penn/ Brite 
Offset 


the value sheet 





sum 
Penn/ Brite 
Offset 


the value sheet 


New York and Penn commissioned designer Leo Lionni to create this insert, 
and to incorporate in it practically all of the demands on the printability 
of paper which could be encountered. 


See for yourself how faithfully Penn/Brite Offset has reproduced each of 
his design elements ... how well it has passed his “torture-test.” 


Penn/Brite Offset is the white, bright, value sheet that comes to you 
moisturized and double-wrapped. Write for new, complimentary swatch 
book and the name of your nearest distributor. New York & Pennsylvania 
Company, 425 Park Avenue, New York 22, New York. 


New York and Penn 
Pulp and Paper Manufacturers 


Designer: Leo Lionni is Art Director of For- 
tune Magazine. During the past decade his 
work has won him designation as “Art Direc- 
tor of the Year—1955” and the Gold Medal of 
the Architectural League of New York—1956. 
He is Design Director for Olivetti and was the 
designer for the “Unfinished Business” pavil- 
lion at the Brussels World Fair last year. 





How Much Do Photos Cost? 


By Herb McLaughlin 
President 
A ciate 


Phoenix 


“What should a photograph cost 
me?” This is a question that has 
been asked and is being asked al- 
most every minute of every day. 
How to answer it depends upon a 
great many factors: 


e What is it going to be used for? 


e How much work is involved in 
making the photograph? 


e What ideas are necessary? 


e In what part of the country is 
the photograph being made? 


The range of possible answers to 
the original question is tremen- 
dous. You can buy an original pho- 
tograph for $1; you can also pay 
$5,000 for one. We shall not bother 
to discuss the $1 photograph. A 
man who sells such a picture may, 
if he strains real hard, have enough 
sense to know how to push the 
button, but that is about all you 
can expect 

On the other hand, there is little 


Your bill for photography may often be a mystery, 
but, in this explanation by a successful commercial 
photographer, you will learn how it is computed. 


need to discuss the $5,000 photo- 
graph. By the time you reach that 
stage, you can be sure that it is a 
planned, concise, well-thought-out 
production. There will be many 
people concerned with the job, and 
actually, the tripping of the shut- 
ter is a minor, although essential 
factor 


> But let’s talk about the in-be- 
tween figures and how much you, 
as a buyer, as the client, should 
pay. All costs are based on three 
contributing elements: the actual 
production costs, the expenses on a 
specific job, and the ideas behind 
it. All three are important, and all 
three are present in almost every 
business situation. Let’s look at 
them one at a time 


> Actual 
This is basically the cost of oper- 
ating the 


Production Costs 

includes 
salaries of the photographer and 
his staff, rent, general photographic 
supplies, taxes, advertising and 
promotion and all the other ex- 
penses that must be faced by every- 
one in business. It should also in- 
clude a reasonable return on the 
money invested in the business. All 


business, and 


these add up, and they represent 
a figure that is fairly fixed. It does 
not depend on the amount of work 
being turned out 

This is the first element of the 
cost of a job that is passed on to 
you. It is sometimes broken down 
to a time charge, and sometimes 
to a unit charge for each negative 
exposed. But whatever method is 
used, it had better add up to about 
$200 per day, for this is the mini- 
mum figure for which a_photog- 
rapher worth his sale can unlock 
his front door. It can go up as high 
as $500, and occasionally to $1,000 


> Expenses These are costs that 
accrue because of you! job, and 
which can legitimately be assigned 
to it. Props that you need, models 
hired for your shots, set construc- 
tion, travel and its expenses, are all 
examples of items that must be fig- 
ured in. They are usually pretty 
easy to figure. Some photographers 
simply bill them at cost. Others add 
between 10 and 20 percent to cove 
the overhead of handling. The most 
common figure is probably an over- 
ride of 17.6% 


> Ideas This is really the most 
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ee | 
Unusual “Idea Art” 


4-COLOR BULLETINS 


e 
ore rouse oO 


o a cares 


we 


Fresh impact for your messages 
with lively, colorful letterhead-size 
formats. Pre-printed with light- 
touch art and headline. 22 unusual 
designs. 24 hour delivery 


a) ae el 
IDEA ART 


307 Fifth Avenue, New York 16 
Telephone: MUrray Hill 6-7270 


if you use glossy photos for 


advertising, promotion or 
publicity 


if you appreciate the advan- 
tages of using highest quality 


photos 


and still like a good deal on 
price 


if you need prints right nou 
when you need them... 


you, sir, are a natural to do 
business with QPC* 


write for samples and price list! 
(or phone, it’s quicker) 
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important part of all, and yet the 
most difficult to evaluate properly 

There are about 25,000 people in 
the United States who earn a living 
behind a camera. A very high per- 
centage of these are competent 
craftsmen. If you, as a client, tell 
them where to stand, in which 
direction to point the camera, they 
are capable of giving the negative 
a proper exposure. 

But very many clients do not 
know just where they want the cam- 
era, and are not sure of just 
how it should be pointed. You want 
to be able to tell the photographer 
what the product is, what setting it 
should be in, and what end result 
is expected. You want him to take 
it over from there. You want his 
ideas, his creative imagination. 

Experts of all kinds, whether they 
are attorneys or missile experts, 
get paid for thinking, and a pho- 
tographer is no different. It really 
boils down to the question of how 
much money you, as a client, want 
to spend for creative thinking 


> This has been very general, but 
we can get more specific. Most 
commercial photographers base 
their charges on time, mileage and 
unit cost. Figures for these take 
into account the three factors dis- 
cussed above, and they therefore 
vary from one photographer to the 
next, and from one part of the 
country to the next. But when you 
boil it all down, it comes pretty 
close to $15 an hour, 15c a mile, and 
$4 for each 4x5” black and white 
negative, $6.50 for each 8x10 black 
and white, $15 for each 4x5 color 
transparency, and $35 for each 8x10 
color transparency 

> On the basis of these figures, the 
client can determine pretty well 
his own charges. 


e If he wants a fast publicity shot, 
which may take the photographer 
20 minutes to get from his office 
to the location, take the photo- 
graph and return, the cost would 
be $9.75 $5 for time, $4 for the 
negative, and 75c for the five miles 
traveled 


e If he wants a single photograph 
made 150 miles from the studio, 
and it takes six hours to do the 
job, then there will be $90 for time, 
$4 for the negative, and $22.50 for 
mileage a total cost of $116.50. 


e An international agency ordered 
a shot that took two men, a char- 
tered plane, special trucks, and two 
days of planning and arranging 
The actual shooting took one hour, 
for a single black and white pho- 
tograph to be used in a national 
full-page newspaper ad. While the 


price on this job was agreed upon 
in advance, a later computation 
with the time-mileage-unit meth- 
od showed less than 10% differ- 
ence. 


method 
will work on all jobs. However, 
it is most valuable on routine as- 
signments. On special projects, it 
is frequently used as a guide, with 
the specific figure being arrived 
at through negotiation between cli- 
ent and photographer. 

This method will work satisfac- 
torily on a simple series of publicity 
photographs, as well as on_ the 
most expensive national shot you 
can dream up. A fair price for a spe- 


>’ The time-mileage-unit 


cific assignment depends, of course, 
upon the rates set being adequate 
and reasonable. Mileage and unit 
fairly standard; time 
charges do vary with the skill and 
capacity of the photographer. For, 
after all, it is this item that covers 
the most important ingredient of a 
good photograph, the creative abil- 
ity of a fine photographer. 


costs are 


Remember that you are paying 
for production costs, expenses and 
ideas. These three items were esti- 
mated on this basis of time, mileage 
and unit cost, plus expenses other 
than photographic. The answer to 
the question “What should a photo- 
graph cost?” is really as simple as 
this. 44 


‘Skin Packaging’ Now 
Protects Documents Too 


A new type of plastic film intro- 
duced by Print-A-Tube Co., Ro- 
chelle Park, N. J., makes possible 
permanent sealing of blueprints, 
drawings and documents by the 
same principle used in “skin” pack- 
aging. 

The film, P.O.M.V. (Poly-On- 
Mylar-Vacuumized), is a_ tough, 
durable, transparent plastic used in 
conjunction with a simple machine. 
The method is said to be inexpen- 
sive, the film itself costing from 15c 
to 20c per thousand square inches. 

The clarity of the plastic film 
permits reproduction of blueprints 
or photostatic copies after sealing. 
The film is said to be grease re- 
sistant and impervious to moisture, 
dirt, dust and climatic conditions. 
It has a life span of over ten years. 
Grease pencil or crayon markings 
can be made on the film without 
marring the drawing itself. 

The object to be “skinned” can 
be placed directly on the bed of 
the Skin-Pak machine, which con- 
sists of a simple vacuum system 


and equi-thermo heater, or an 





ordinary paperboard. The machine 
can also be used to package small 
objects, regardless of shape or bulk. 

Sample protective “skinning” and 
full information will be sent upon 
request. 


. for more details circle 505, page 127 


Brochure Describes 
Formica Laminated Art 


Artists and industrial designers 
searching for new ideas in office 
decoration or permanent wall dis- 
plays may find value in “New Di- 
mension In Decorative Art,” a 
brochure prepared by Formica 
Corp. to describe the company’s 
method of producing artwork in 
Formica laminated plastic. 

The brochure describes the meth- 
ods used for reproducing artwork, 
including original paintings, by this 
process. Special effects with inlaid 
designs can also be effected. 

Formica decorative art is per- 
manent and maintenance free. 


. for more details circle 507, page 127 


Electric Eraser Speeds 
Correction of Errors 


A new electric erasing machine, 
designed for quicker, more efficient 
erasing of inked or typed copy, has 
been introduced by Charles Brun- 
ing Co., Mount Prospect, Ill 

Bruning’s Electric Eraser Model 
3831 is said to make erasures in a 
fraction of the time required foi 
manual erasing. When the switch 
is pressed the eraser rotates at 
3,100 revolutions pet 1 

Designed with a alu 
minum housing and baked enamel 
finish, the device is held like 
pencil. It can be used with any 
five grades of Bruning 7” 


a 


Chases Errors . . Bruning’s new electr 
device erases errors in fraction of time 


consumed in manual erasing 


THE TIME 
gg ee 


FOR ADVERTISING ACTION 


There’s important business to be had in advertising, sales promo- 
tion and merchandising today. And there are indications galore in 
the predictions of financial experts, government officials and busi- 
nessmen alike that marketing’s purchases today are only a shadow 
of what’s to come. 


Bigger and better budgets are mushrooming up on all sides. 
In the burgeoning consumer markets, advertising, sales promotion 
and merchandising are counted on to help move more and more 
goods to more and more people. In the billion-dollar-and-growing 
industrial advertising market, advertising is fast becoming a full- 
fledged member of integrated marketing teams and carrying the 
ball more and more often to help solve specific sales problems. 


Manufacturers are looking to all forms of advertising in both 
fields to help them introduce and develop markets for new products, 
to rebuild inventories recently depleted by the recession, to reach 
new and bigger business for their present lines. 


And wherever important advertising plans are being made— 
wherever advertising and promotion and merchandising cam- 
paigns are being put into action, there you'll find the professionals 
of advertising looking to Advertising Requirements for help in 
filling their almost insatiable needs. 


They’re looking here—in The Workbook of Advertising & Sales 
Promotion—for information on new products and materials, for 
new effects that will get more sales and response for their advertis- 
ing dollars. They’re looking for new methods for cutting costs, for 
new products and services that will speed up deliveries, new appli- 
cations to add impact and penetration to their sales messages 


It’s Advertising Requirements’ unique service—in 13 advertising 
areas in each issue—that has built such a loyal following of over 
21,000 advertising professionals in manufacturer, agency and serv- 
ice firms from coast to coast. It’s Advertising Requirements’ unique 
combination—right editorial coverage for the right buyer audience 
—that produces such enthusiastic responses from its readers. 


Workbook of Adueitaing & Color Prowtin 


Published By The Publishers of ADVERTISING AGE 
ond INDUSTRIAL MARKETING 


200 E. ILLINOIS ST., CHICAGO 11 + 480 LEXINGTON AVE.. NEW YORK 17 
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How We Got the Photo 
Number 15 in a Series 


GETTING A PHOTO OF 


Here is the story behind one of the 
hottest advertising photographs of the year 


By Ted Sanchagrin 
AR Eastern Editor 


Billowing flame from an awesome 
the flame throwe1 

Mosler 

bleed 


Business Week and Fortune 


weapon of war 
envelopes a records safe 


in a_ four-color spread in 


Flame 
comes directly at the reader. 
This 


the safe’s protection of valuable pa- 


trial by fire demonstrates 


pers against intense heat 


Ad copy 
points out that half the safes now 
in use can’t stand up to such a beat- 
ing 

The headline identifies the throw- 
ing gent in the background as 


Mosler’s M1 


“resident in- 
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James, 


cendiary.” The fictitious safe teste 
demonstrates a static product in an 


off-beat way 


> How did the 
get the photo? 

Cunningham & Walsh art direc- 
tor Steve Baker roughed out his 
idea. Amusing to him were two 
comments. “You can’t get the flame 
coming directly at the photog- 
“Why not settle for a side 


advertising agency 


rapher.” 
shot?” 
Photographer Bert Stern was 
called in. Photography was not ex- 
actly impossible, only slightly diffi- 
cult. He visited the site 
hand one afternoon, took two hours 


before- 


Mosler’s Mr. James: 
Resident Incendiary 


AL AA IMI Re 





to set up the picture. Photography 
started at 6 p.m. Twenty pictures 
and four hours later the session 
ended, at 10 p.m 


> The testing ground was Walter 
Kidde Co., Bloomfield, N. J. Kidde 
is another C&W. client. It manufac- 
tures and tests fire extinguishing 
equipment. For obvious reasons, 
plenty of ground was needed. Kidde 
has the acreage 

Two flame-throwing _ specialists 
from the U.S. Marine Corps were 
used. Their jobs? They demonstrate 
flame throwing equipment—full 
time yet! 

Equipment was the — standard 
Marine portable flame thrower M2- 
Al. To the standard flame jelly was 
added plain old gasoline to make 
the flame mushroom out for maxi- 
mum effect 


> Photographer Stern stationed 
himself, camera (Hasselblad with a 
telescopic lens) and tripod beyond 
the intense heat of the flame, 50’ 
in front of the safe in the fore- 
ground. The flame-throwing Marine 
stood off in the background, aim- 
ing his giant-size acetylene torch at 
the safe—and photographer. 

Each picture was a_ production 
Gusts of wind deflected the flame. 
Extended bursts depleted the flame 
jelly rapidly. The jelly clings. It 
takes several minutes for the flames 
to subside 


> Before long it was dark. The 
darkness helped subdue the back- 
ground beyond the flame-thrower, 
threw the background out of focus, 
made the flames look brighter and 
more powerful, strengthened the 
photo’s principle elements of safe, 
flame, Marine and dark sky 

That was it 44 


Two Views Photographer Bert Stern 

pposite page) stands at a safe distance 
but the right angle m the flame 
thrower. In the picture above you can 
ee the lights that were used t illu 


minate the man with the torch 


Pro Type's Outstandi 


Says a Professional... 


§ 


; 


... yet anybody can get outstanding results: “We find ProType 
faster than any other method .. . it eliminates handlettering... 
and we can keep up-to-date with new type faces while saving 
hundreds of dollars on metal fonts. ProType actually helped us 
secure several new agency accounts.” 


So says C. J. Caswell, president of Leheide-Cas- 
well Co., fine typographers in Peoria, Ill. He’s an DAVIDSON CORPORATION 
ld pro who appreciates speed, ease and economy Basch 0) peer 
of sharp, clean headlines or blocks of type produced 
by ProType on film or paper. 


But you needn’t be a pro to profit by the inge 
nious, simple, low-cost ProType. You can get profes- 
sional results with only a few minutes practice. Pro 
[ype does everything possible with type... and 
then some. ProFonts, in 10,000 type sizes and faces, 
range from 6 to 90 point. 


Mail coupon today for further information. 


Davidson Corporation, 29 Ryerson St., Brooklyn 5, N. Y. 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago ! 
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7 important detail 


MIO typographers 


CHICAGO + LOS ANGELES 


Make your job easier by eliminating... 


Measuring * Marking Out + Wasting Time... 


Use Crescent kee-lined illustration or 
Bristol Board. Accuracy is assured! 


See vour dea/er for samples! 


MAH 


Formerly Chicago Cardboard Company 
1240 N. Homan Avenue « Chicago 51, Ill 
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New Photo Catalog 
Lists 500 Titles 


More than 500 titles on 46 differ- 
ent photographic subjects are listed 
in the just-released Amphoto Photo 
Book Catalog. It is available from 
Amphoto without charge. 

The 24-page catalog is complete- 
ly cross-referenced by subject, title 
and author. Over 75 new photo 
books have been added since the 
previous edition. 

Many of the listings are illus- 
trated and most contain descriptions 
of the contents. Also included is a 
page explaining how the catalog 
can be used most effectively. 

Designed for use by beginning, 
amateur and professional photog- 
raphers, the book is also useful as a 
reference source for librarians, in- 
stitutions and instructors in photog- 
raphy. 


. for more details circle 506, page 127 


Chippamailer Protects 
Oversize Mail Pieces 


A new development in protective 
mailing envelopes is the Chippa- 
mailer, developed by Chippewa Pa- 
per Products Co., Chicago, to save 
time and postage on large items, 
such as artwork, needing protection 
in the mails. 

The Chippemailer is designed to 
give artwork, blueprints and large- 
size promotion pieces strong, light- 
weight protection—plus a prestige 
look. It is fashioned of double- 
faced corrugated and scored for 
quick, easy filling and fastening 
with attached string and _ button. 
The minimum wrapping weight is 
designed to help offset last sum- 
mer’s postage increases. 

The mailer comes in seven sizes 
from 634x91x15'exl4”. 

. for more details circle 508, page 127 


Saves Postage . . New mailer, said to 
give sturdy protection in spite of light 
weight, is designed to combat postage 
increases. Comes in seven sizes 





How 


Closed Circuit Television 
Sells Pencils 


Closed-circuit tv isn’t just for the 
big boys, as this middle-sized 
company has learned through a 
happy and profitable experi- 
ence in a 12-city circuit. 


By L. Wilson Salisbury 
Advertising Manager 
Eagle Pencil Company 


Danbury, Conn 


We've just completed a _ closed 
circuit television show to twelve 
cities in the United States and Can- 
ada. It cost over $50,000 for the 
show alone. It was planned to reach 
(and did reach) 7,500 people. And 
we consider it one of the most suc- 
cessful promotions we've ever at- 
tempted. 

Let’s back off a few months and 
see why. 


> It began one morning last Sep- 
tember, when Al Magid, our su- 
percharged sales promotion man- 


ager, came in waving pamphlets 
and talking fourteen words to the 
dozen. To listen to him talk, he'd 
“discovered” a new advertising me- 
dium and for our purposes he 
practically had. 

Closed circuit television had been 
used before to broadcast fights to 


theaters. It had been used to an- 
nounce a new line of cars simul- 
taneously to dealers 
country. It had been used as a sup- 
plementary medium by companies 
with multi-million dollar budgets. 
But it was unheard of as a primary 
medium for a firm in the stationery 
business. 


across. the 


Here, for once, was an idea that 
pleased everyone. Our sales man- 
ager, Don Richards, saw it as a 
chance to assemble five or ten 
thousand dealers and large consu- 
mers and “sell” them in person 
Our sales promotion manager saw 
it as the take-off platform for a 
year’s direct mail and display ma- 
terial. I saw it as the theme for a 


Official Welcome 
Commentator Walter 
Cronkite and Astrid 

Vance, his girl Friday, 
are welcomed to 
Eagle’s plant by 

Carl Schutz, director 
of sales education 


series of convincing advertisements. 
And David Price, Vice-President 
Marketing, was attracted for a rea- 
son more basic than any of these 
For years, he had found that a visit 
to our factory and a trip through 
our laboratory could often convert 
an indifferent dealer, or a skepti- 
cal purchasing agent, into an en- 
thusiastic seller or a confirmed buy- 
er of quality pencils. The only prob- 
lem was to get busy men to take 
the time to come to see us. And 
here was a Way to take the new 
Eagle factory and testing labora- 
tory to them 


» So we called in Bob Schmelze 
and Bob Haller and Al Cantwell of 
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How To Get Things Done 
Better And Faster 


BOARDMASTER VISUAL CONTROL 


Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

Simple to operate — Type or Write on 
Cards, Snap in Grooves 

ideal for Production, Traffic, 
Scheduling, Sales, Etc. 

Made of Metal Compact and Attractive 
Over 350,000 in Use 


Full price 34950 with cards 


FREE 


Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. © New York 36, N.Y. 


Inventory, 


24-PAGE BOOKLET NO. R-200 
Without Obligation 


WITH GIANT COLORFUL IMAGES 
PROJECTED THROUGH A TRANS- 
LUCENT SCREEN AND CHANGED 
AT WILL BY REMOTE CONTROL 
WITH THE NEW GENARCO 3,000 
WATT SLIDE PROJECTOR WITH THE 
ELECTRIC SLIDE CHANGER FOR 70 
SLIDES. GET ILLUSTRATED 
LITERATURE BY 

RETURN MAIL FROM: 


GENARCO INC. 


Temi eee Le a 
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Audience of Buyers Typical 
After hour-long show 


jistrict representatives 


BBDO and asked them to take ove 
from there. And they called in 
Theatre Network Television Inc 
(TNT) as the most experienced of 
all producers in the field. 

In an “all-hands-on-deck” con- 
ference, we outlined our desires. 
We wanted to invite every deale: 
and every important consumer, in 
as many cities as possible, to come 
to hotel ballrooms for cocktails and 
our show. So far, so good. With the 
money we had available, we could 
broadcast to Atlanta, Boston, Chi- 
cago, Cleveland, Detroit, Los An- 
geles, New York, Philadelphia, 
Pittsburgh, San Francisco . . . and 
Toronto and Montreal in Canada. 

We also outlined our idea of what 
the show should contain. Through 
our own purchasing agent, Clyde 
Womer, we'd been hearing plenty 
about “value analysis” ... the new 
purchasing concept which analyzes 
the cost of any item as a relation- 
ship of its cost to its value in use 
This, in slightly different 
was precisely what we had 
for years . 


words, 
“sold” 
. for serious considera- 
tion of a pencil’s value, compared 
with the value of the time of the 
personnel using it, will inevitably 
lead to the conclusion that the finest 
pencil is really the lowest-cost 
pencil a company can buy. 

Our story was therefore “Value 
Analysis and Pencils.” The prob- 
lem was how to present it in en- 
tertaining form. 


> And that is where TNT shone as 


f invited groups, this was at Chicago’s Palmer House 
juests stayed for cocktails and informal discussions with Eagle 


the “pros” they are. Mare Daniels, 
Director, and Irve Tunick, Writer, 
paced our plant and picked our 
brains. They retired to New York 

and came back with a recom- 
mendation. 

They had Walter Cronkite cast 
in his role of reporter of the Ameri- 
can scene, Astrid Lance as his cute 
“Girl Friday” investigating “Value 
Analysis” and Paul Farrell of Pur- 
chasing Magazine as the logical au- 
thority on that subject. They sug- 
gested that Eagle’s president, Al- 
fred C. Berol, start the show with 
a formal welcome, our Director of 
Sales Education, Carl Schutz, as the 
guide on a tour of the factory, and 
our widely known David Price to 
translate value analysis from the 
abstract to the specific in terms of 
pencils. The supporting cast was to 
be the men and women on the fac- 
tory machines, Marshall Young, Di- 
rector of Manufacturing, and Chris 
Monaghan with his laboratory staff. 

What's more, they had a script 
(or, at least, the outline of one) that 
tied everything up in an easy-run- 
ning, believable sequence. 


> We checked with our sales force 
to make sure we could assemble an 
audience in each city, double- 
checked with friendly purchasing 
agents to be sure the audience would 
like the show, triple-checked with 
an insurance firm to cover up 
against power failures, bought a few 
rabbits’ feet for luck 
the contract. 


and signed 


+ «+ Cont. on p. 109 








JOHNSON PRINTING, IN¢ 
Better Printing Through Quality Control 








By now it was early January. The 
show was scheduled for February 
5th. The next four weeks were just 
plain work. Invitations, tickets, let- 
ters, RSVP cards had to be sent to 
every likely consumer (and every 
dealer) in 12 cities. Salesmen had 
to be primed to follow up. District 
managers had to form teams to cov- 
er the individual showings. TNT’s 
Jack O'Connor, Ed Addis and their 
staffs engaged the hotel ballrooms 
and made all arrangements fo! 
large screen live tv projection, but 
there were still a hundred details 
that needed our attention. 


> By February 3rd, our merchan- 
dising division had abandoned all 
pretense of doing anything but tv. 
What seemed like miles of cable 
were stretched along the floors of 
our reception room, offices, factory 
and lab. Rehearsals were going full 
blast in several conference rooms 
Cameras, microphones, lights and 
prompters were everywhere. A 
technical crew of dozens were co- 
ordinating on-scene locations with 
a machine-packed control cente! 

There was an antenna on the 
roof, though I never found time to 
look at it. The Eagle Pencil Co 
plant in Danbury was, for all prac- 
tical purposes, a full-fledged tele- 
vision studio, ready to bounce ow 
waves by air to New York, and 
from there (by telephone cable) to 
the cities we'd selected. 

With every passing hour, confu- 
sion was compounded. By dress re- 
hearsal, the morning of the 5th, 
everyone knew his part, but all co- 
ordination was in the mind and 
hands of Mare Daniels, the direc- 
tor. 


At 3:45, those of us who were 
not on screen retired to the control 
room. We watched nervously as 
oscilloscopes oscillated and the re- 
ceiving cities (and the local cam- 
eras and mikes) checked in 
. 9-8-7-6-5-4-3- 


Ready cam- 


“Ten seconds . 
2-Music .. . Credits 
era 4 on Mr. Berol . 


> Order appeared out of chaos and 
we were on the air . with an 
hour-long half-pro, half- 
amateur, broadcast to an all-cus- 


show, 


tomer audience of more people than 
our entire sales staff could have 
visited in months 

We needn't have worried. The 
amateurs put on a performance as 
fine as the professionals. The fac- 
tory machines functioned to per- 
fection. And the Eagle 
staunchly surpassed all 


pencils 
competi- 
tion in smoothness, point strength, 
and durability tests on the lab- 


oratory testing devices, and were, 


Picture of a Salesman 
making 192 calls... 


This is a true story. A startling new product needed an effec- 
tive introduction but the budget wouldn't permit a big outlay. 


No poust you've faced the 
same problem... a new prod- 
uct Or an interesting sales story 
but a limited budget with 
which to put it over. Here's 
how John Trytten, marketing 
director for the Nitragin Co., 
Milwaukee, solved the prob- 
lem with a low-cost audio- 
visual presentation. 

First, he prepared a “script” 
presenting the sales points of a 
new product. Second, from 
available photos and charts he 
prepared a series of slides. 
Third, with an Ekotape 310 
tape recorder, he “taped” his 
script. Now, he was ready to 
put his story together. At 
points where a slide change 
was indicated in the script, he 
pressed a button on the 310 re- 


corder, applying an inaudible 
Signal on the tape...a signal 
which, on all subsequent re- 
plays, would operate a slide 
projector automatically. 

The result was a fully auto- 
mated, 10-minute audio-visual 
presentation which ran contin- 
uously (192 times) without 
attention. It enabled him to 
conduct a one-man press con- 
ference* — the 310 Ekotape 
presented the sales story while 
he acted as host. 

How about you? The Eko- 
tape 310 could answer your 
promotion problems. See the 
Yellow Pages for your Ekotape 
dealer or write direct. 


* Read the complete story in the January 
issue of Industrial Marketing 


EKOTAPE 310 RECORDER 

Precision-built by the nation’s oldest tape recorder 
manufacturer. Portable — easy to use. Crisp, clear tone 
— ample volume. Ideal for business use 


ELECTRONICS 


DIVISION 


WEBSTER W ELECTRIC 


franklin adv. R-153 
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- «+ FASTEST 
MOST ACCURATE 
PROJECTIONS 
FOR LAYOUTS 
AND SCALING 


Patented 


Only 
$499.00 


Projects ANYTHING opaque, transparent or three 
dimensional 400%, in true color, thru and upon 
the working surface without hand shodow and 
in perfect detail. Also makes line or half 
fone, negatives, veloxes, photocopies, silk 
screen positives 

EXCLUSIVE FEATURES 


@ We extras 


@ Parallel! Adjustments 
fer occuracy 
@ On casters for mobility 


WRITE FOR 
BULLETIN +101 to: 


The M. P. GOODKIN CO. 
24 Beach Street, Newark 2, N. J. 


Every Monday, tersely reported, 
all that’s new concerning adver 
marketing, 


ing, sales promotion, 


tising, merchandis 
research, 
media, copy, art, typography, 
television, radio, et in Advert 
tising Age, The National News 
paper of Marketing, the most 
widely read of all publications 
dealing with advertising and 
selling. One year’s subscription 

92 idea-packed issues only 
$3, which is less than 6c per 


week. Mail below for 


coupon 


ADVERTISING AGE 


200 E. Illinois St. Chicago 11 


Enter my l-year (52 issues) trial order 
for only $3. I must be satisfied or my 
money back 


COMPANY 
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in their own way, the stars of the 
show. 

The program 
over, congratulations came flooding 
in. With almost no trunkline trou- 
bles, we had 
Comments 


moment the was 


reached every city 
enthusiastic and 
widely varied, but our favorite was 


from an important 


were 


purchasing 
agent: 
“If Eagle dared risk 


that on live tv, 


tests like 
they must really 
have an edge. I'm changing to Eagle 
pencils tomorrow.” 


> So the show is over. “The tumult 
and the shouting die, the captains 
and the kings depart.” Now, where 
do we go from here? 

Actually, the campaign has only 


begun. 


@ First, our salesmen start calling 
on all the folks who came to the 
party 


seven or eight thousand 


prime prospects 


@ Second, we'll make _ kinescope 
prints of the program, for showing 
in hundreds 


more cities. 


e Third, 


more by 


we'll thousands 
direct mail and display 
material based on the show. 


contact 


e And fourth, we'll tell the story 
to millions in paid advertisements 
and free publicity in Time, News- 
week, U. S. News, Business Week, 
Office Management, Purchasing and 
many other publications 44 


New York Central Boosts 
Freight Sales by Movies 


A new technique of selling by 
movies right at the prospect’s desk 
New York 
Central Railroad to secure sales for 
its rail-highway freight service. 
Using a 24-pound, portable re- 
peater projector, New York Central 
does away with the necessity of en- 
ticing the prospect to a 
showing room by 


is being used by the 


special 
running off the 
eight-minute color film, “Freight By 
Flexi-Van,’ during the eall. 

The projector, manufactured by 
Sound Masters equipped 
with a 15” rear projection, self-con- 


sales 
Inc., is 


tained screen, a removable magazine 
and only two control knobs. It uses 
standard coated 16mm film, can be 
set up within 60 seconds, and does 
not require a darkened room. 

If an showing of the 
film is required, the repeate: 


additional 
pro- 
jector can re-run the film with only 
a few seconds preparation 

New York Central reports an in- 
crease in freight sales of one-third 
in each month since the desk movie 
sales system was launched. 44 


Award-Winning Films 
Available For Showing 


The availability of prize-winning 
theater commercials for 
private showings has been an- 
nounced by the Theatre-Screen 
Advertising Bureau, Chicago. 

Available on a free-loan basis, 
the films won awards at the Fifth 
Annual International Advertising 
Film Festival in Venice, Italy. 

More than 700 advertising films 
from many nations were entered in 
the competition which was attended 
by some 900 delegates. 


screen 


Most of the winning films were 
produced for showing in theaters in 
Europe. They are keyed to 
sell” for the most 


“soft- 
part, run from 
one to three minutes, and feature 
ballet groups, fantasy sketches, pup- 
pets, abstract production techniques 
and symphonic backgrounds. 
Additional information can _ be 
obtained from the Theatre-Screen 
Advertising Bureau, 437 Merchan- 
dise Mart, Chicago. 5 


Catalog Acts As Guide 
Through World of Stereo 


A comprehensive and informative 
catalog of high fidelity 
and monophonic speaker 
published by University 
Loud-speakers Inc., White Plains, 
iY. 

In addition to describing the 
stereo components in the University 
systems, this catalog is packed with 


stereo 
systems 
has been 


information and suggestions of in- 
terest to anyone contemplating 
building or improving a monophonic 
or stereophonic system. 

The variety of ways such a system 
can be set up is shown in the catalog 
with actual case histories of famous 
people in the music world. Also in- 
cluded are a variety of room 
sketches showing the versatility of 
the units in fitting into almost any 
room without dominating it. 


for more details circle 536, page 127 


O.K. We'll try color TV, but hold it 
to two colors, just like our magazine 
ads! 





! 
move to serve vou! 


Champion announces a new move to bring you 
better service. Now 


sentative 1s 


a Customer Service Repre- 


as close as vout telephone. 


These new Champion field representatives are highly 
trained, experienced men with graphie arts back- 
know 
And they know how to get directly to the heart of 


grounds. They paper from start to finish. 


paper and printing problems. 


Theyre here to help you ¢ By keeping you informed 
of new developments in Champion’s progressive 
paper program ¢ By helping to expedite problems 
of production, press performance, delivery and the 
like e By being at your call, any time, for product 
data, technical promotional assistance, any service 
need. Champion papers perform better because 


Champion people have service in mind! 


TITEK CIIANIPION PAPER AND FIBRE COMPANY 
General Office: Hamilton, Ohio / Mills at Hamilton. Ohio... Canton. N.C.... Pasadena, Texas 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, 


Cincinnati, Atlanta, Dallas and San Francisco. Distributors in every major city. 


IN PAPERMARBRING 
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Color Sample Innovation 
Adopted by Tannery 


Palette Box” that does 
with the traditigaal bulky 
samples has been introduced 
leathe l ust! by J. Licht- 
ian & Son 
lr eality { folder, the 
Palette Bos contains the color 
vatches of each of the company's 
Berkshire leather lines mounted 
on individual palettes The folder is 
caled to the dimensions of a stand- 
ard file drawer, with a distinctive 
carrying handle which enables it to 
be easily identified even when it is 
tored in the file 
A pocket inside the folder holds 
the individual die-cut palettes and 
a free-form sampl« “dab” of leathe: 
for examining texture and supple- 
of each line. Color shades in 
any line can be compared at a 
glance Copy on the palette de scribes 
the physical characteristics of the 
leather and shows the order numbe1 Alcoa TV Demonstration . . . Aerialist Lola Dobrich smiles 
of each sample na yntrope pt taut by a et , j Alc 
The new sampling innovation was 
designed by the Lichtman Tannery’s 
advertising agency, Jules L. Klein 
Advertising, 16 South St., Pittsfield, 
Mass ” available The college does not in- The committee Ww 


is compos a ot 


tend to manufacture equipment, but 67 American business leaders who 


Low Cost Color TV hopes that interested companies picked, — over 80 motion pic- 
Wil LO a OVa dal ne . JTO- : Cal iti t © Ssellli-illals, Lil¢ 
S d d ll, for royalty payment, p! tures reaching th mi-finals, tl 
ystem Introduce 


duce and distribute it under licenss following productions 
Demonstrations can be arranged at 


*. 2 71 , { lords SnNonso) 1 
Any television station can now Ames Speaking of Word: eee 


| i 
by Pan American World Airways 
produced by Henry Strauss & Co 


New You k 


for interested executives 


prepare itself to broadcast color By cutting down on the cost of 


] 
with only a small investment in preparing programs oO! commercials 


equipment, according to a_ recent in color and of station installation, 
announcement by Iowa State 


le ve 


The new ystem puts color infor 


1 ; oe 
Col the technique should broaden the e Sill sponsored by the Int 


audience for color programming. 44 national Silk Assn. (U.S.A.) Inc 


produced by Riviera Productions 


Los Angeles 


mation on 35mm black and white 


film in such a way that the film may 


be used to rebroadcast or repro- Committee Picks U.S. Films e The Hope That Jack Built 
duce the original colo program For Evropean Competitions sponsored by National Assn. of In- 


The cost will probably be lowe! vestment Cos produced by Robert 


than printing 16mm color prints The United States was _ repre- Lawrence Productions, New York 
while equipment costs art ented at the Festival of Films in 


; - The Production ot USS St 
Harrogate, England, with five busi- 


down 


eel 


Sheets sponsored by United 
States Steel Corp produced by tl 


While the system is in operation ness films picked by the Commit- 


at ISC’s Electrical Engineering tee on International Non-Theatri- 
; Jam Handy Organization, Detroit 
Building, it is not yet commercially cal Events . 


The four films represent a one- 
hour screen package representing 


this country’s total output of $150 


The Importance of Stills million annually 


Despite the importance of — still a few color transparencies also. 


for business films 


9 ‘ . : >’ One othe. motion yictul iad 
photographs to a sponsor, they are Yow ll need stills for press kits, ad- Se er eee I : 
Mayflower Story,” was not official 


frequently overlooked when a pic- — vertising, house newsletters, film 


: ae ‘ ly chosen for the one-houn ‘reen- 
ture is shot. Blow-ups can be ob- competitions, articles, : re 


distributor's il U d 
: om : : ‘ : ing time allocatec to the nited 
tained later from l6mm or 35mm promotion, discussion guides and 


E ; bs States but was sent along as an ex- 
prints, but they lack quality. Best other supplemental literature. The : 5 anh ©X 


: a a ; 7 tra because it represented British- 
time to take stills is when produc- cost is small in relation ; 7 P : 


to your ’ 
‘ea ; American friendship 
tion is going on, and stars are pres- — over-all film budget. But so im- 


: It was sponsored by Aero J ‘ 
ent. Customary size is 8x10 glos- portant. ss | : y Aer May 
Aiseags flower Transit Co: produced by 

sies. If your film’s in color, shoot : ets : 
Paul Alley Production, New Yi 


I} 


44 
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“I couldn’t afford to be 
without Ad Requirements” 


Mr. Palmer and Johnson Motors are typical of the advertising 
sales promotion professionals and important buyers of adver 
tising products and services you reach in the pages of Advertising 
Requirements 


Johnson Motors spends about $2,750,000 annually for company- 
sponsored newspaper and magazine advertising, as well as for 
a variety of promotional aids made available free of charge to 
its 3,800 dealers. These include theatre films, recorded commer 
cials for radio, filmed commercials for television, newspaper mats, 
and a number of direct-mail pieces. About 900,000 copies of the 
firm's illustrated catalog are distributed each year, in addition to 


2,500,000 copies (in English) of a smaller illustrated folder, which 


Advertising Requirements 


also lists specifications and details of the Johnson line. The “ling 
folder” is printed in French, Spanish, German and Canadian 


English, too, for foreign distribution 


With the goal of establishing each Johnson dealer as “Mr. Out 
board” in his community, the motor concern makes available tor 
purchase a selection of outdoor signs, instore identification, decals 
and a host of novelties—lighters, men’s jewelry, pencils, pens 
sweaters, caps, shirts, etc.—all bearing the Johnson Sea-Horse 
emblem. Early in 1959, the company launched (also for purchase 
by dealers) a direct-mail program composed of a monthly maga 


zine, “Water Ways,” 


to suit the advertising needs of each dealer 


featuring boating news and personalized 
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Workbook of Aduertixing & Coles Phowstion 


Trade Ad 


was mailed 


ut prior t 


Small stor 


y bo 


opening 


of station for additional impact 


Corporate Identity T 
f WLW-I 


wa 


1S 


chent 


mailed 


parent ¢ 


t 


agencie 


his 


me 


ad 
ny 


and 


WAXIASM TOWER 


« MAXIMUM POWER, 


MAW KE 


4nre . 


Briefcase Mailer . . . All done up in 
a handy case, this mailing held 
train ticket, rate card and 

fact sheets. The last stub on the 
ticket was a request form for 
further information. 


How to break into 


When 
Corp 
the 


the 
received 


Crosley 
the go-ahead from 
Federal Communications Com- 
mission early in 1957 to start opera- 
tion of its fifth and newest television 
outlet in Indianapolis in September, 
1957, an intensive promotion cam- 
paign was essential because the new 
ABC-affiliated station, WLW-I, Ch. 
13, faced the well-established com- 
petition of two other 
work-affiliated stations in 
dianapolis market. 

With definite objectives of estab- 
lishing WLW-I as a “local citizen” 
becoming a part of the community 
and of 


Broadcasting 


major 
the 


net- 
In- 


confidence 
Crosley’s 


creating 
clients, the merchandis- 
ing and sales promotion depart- 
ment, headed by Jack K. Frazier, 
and its agency, the Ralph H. Jones 
Co., Cincinnati, inaugurated an all- 
out promotion campaign. Using the 
customary tools of promotion such 
as trade and newspaper 
mailers, cab covers, and local 


for 


magazine 
ads, 
ads, plus a number of unique mail- 
ing and 
own 


pieces and _ its 


Crosley 


gimmicks 
television screen, 
Broadcasting launched its new tv 
station in the fall of 1957 with a 
viewing audience ready, a market 
ready, and sponsors ready for the 
successful operation which WLW-I 
proved it could deliver. 
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> Knowing that competition lay not 
only in its market but also in the 
offices of agencies and clients re- 
ceiving perhaps hundreds of promo- 
tion pieces daily, Crosley’s promo- 
tion department and its agency 
therefore set out to create a cam- 
paign with mailing pieces, ads, and 
gimmicks which would not end in 
the waste basket. Proof that they 
were successful is that many of 
these are still on the desks or walls 
of many of the client-recipients. 
And even more important, a 
healthy number of these prospec- 
tive clients have 


tisers on WLW-I. 


become adver- 


» Chronologically, then, beginning 
early in the summer of 1957, every 
six weeks the following promotion 
pieces were mailed or personally 
delivered to agencies and prospec- 
tive clients, in addition to trade 
press and newspaper advertising. 


@ A skillfully conceived miniature 
traveling briefcase, constructed of 
cardboard, 9x6x3” and colored red, 
contained a general sales summary. 
Inside were “packed” the WLW-I 
station rate card, market coverage 
data, and a= simulated railroad 
ticket made out in the names of 
sponsors who had already bought 





Table-top TV (below) 
Miniature salt and pepper 
set promoted special film 
theater 


Real Film (above) . . . Printed on 
acetate, story was mailed in }y 
cardboard tube. 


Desk-top Reminder (above) . 
tray in multi-color on glass 


carried out color theme 


A program of ingenious mailings 


a market brought rapid recognition 


to this midwestern tv station 


time on Ch. 13. On the outside of was mailed on a national as well as 
the little kit were printed the words 
“Look who's traveling the I way!” ee . est commercial returns for adver- 
The ticket was issued by the “New ¢ WLW Television's new MGM film tisers. The gift boxes and cards 
Sales Express WLW-I Way,” with Package was promoted through the 
the stub a return-mailer for inter- use of thre “gimmicks,” hand-de- 
ested advertisers. Zumbiel Box Co., livered to local prospects and clients 
Cincinnati, made the briefcase. The The hrst, a piece ol actual film en- 
ticket was actually printed in two closed in a cylinder five inches 
pieces, on bankers’ stock, and taped long, pictured the MGM lion in 
together. Gibson & Perin Co., Cin- cartoon-style advising advertisers to 
cinnati, did the printing, with per- or ae the lion's share of top 
mission from the B & O. films “When Leo roars the rating i ia 
soars!” This was printed on acetate aren. ee Sere 
@ Reproductions of two advertise- by Plastic Printing Co., Bellevue, —— Se a hale 
ments which had appeared in trade Ky. Se ee ree eee 
magazines and newspapers followed e T: pe name and channel a” umber, gana 
oe astefully put in a gift box with ing the station as the “colorful” sta 
the briefcase mailing. An institu- a wit card attached. a six-iach- nt (KEES tcaeeilte Week tik 
ee lag tse high gold award cup, from Song color as well as network color pro- 
; ee Shop, Cincinnati, promoted the grams.) Supplied by Osborne-Kem- 
the New York Herald Tribune by MGM Gold Cup Theatre (name of per-Thomas Co ‘incinnati, these 
a a ee Corp., WLW Television’s movie program) were used as 
ee eee eee ee The Gold Cup Awards were per- 
reproduced for the full mailing list. ore hs NOE a: as 
The ad pinpointed the new Indian- peel aguante wig dag oh 
apolis television pares and told Cup promotions. Folders and pres- e Tying in with hannel num- 
the background of the Crosley sure-sensitive labels were printed be: 3, th hem the baker's 
eh geen ge Pears and its WLW by Gibson & Perin in black on gold dozen” was carried out in use of an 
radio and television operation 


: stock. act ial ak ! le complete with a 
The mailer reproduced from the 


that the great MGM movies and 


local basis. other feature films bring the great- 


were printed on gold paper, carry- 
ing out the theme of the value of 
the films to sponsors Alhar Adver- 
tising Co., Cincinnati, furnished 
the sets. The copy on the screen 
was reduced photographically from 
artwork, cut out, and inserted by 
hand 


and 
delivered in person, i than 


through the mail 


13 reasons Io} 


trade magazine ad was illustrated e A tiny tv salt and pepper set 
with clever cartoons and _ verses only three inches high showed on more than your 
pointing out that WLW-I had a the “screen” the name of the theatr« n y's worth for sales e 
“ready-made audience just waiting period, “Gold Cup 
for a sponsor’s commercials.” It too attached 


Channel 13 makes 


Success 


Theatre, and n iettering I art were screen 


was a printed reminde: re made by 
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Light up 
Your 
Message 


IMPRINT 


LUMINOUS 
Star Glo Balloons 


Another Eagle First. These 
“Star Glo” balloons are avail- 
able in brilliant assorted col- 
ors. Ideal for drawing atten- 
tion to your sales message 
Here's something brand new 
in advertising balloons 


Also availabie in 
regular colors 
Imprinted balloons in standard 
colors printed to your specifica 
tions are also available. Sample 


folders and price lists available 
on request 


RUBBER CoO., INC. 
ASHLAND, OHIO 


FOR PASTE UPS AND 
MOUNTING-ITS THE 
ANSWER TO THE 
ARTISTS’ PRAYER 


in revolutionary 


STICK form 


| | peessumt SBT | Rub it on DRY — makes 
\ sass poper STICK. Treat only 1 
\ surface. Can't spill, spoil, 
\ dry out, stain, ooze, 
| wrinkle. Holds permanently. 


| pay. tik DEALER INQUIRIES INVITED 


s | 
0 aarist) 


=| 


‘ - 


TRIAL OFFER 


$4 post- 
bars paid 
or $5.28 per doz 


Satistaction Guaranteed 


DRYstik Company Dept. 315 
4356 N Kedvale Ave Chicago 4! 


At ALL leading 
Art Supply or Sta- 
tionery Stores. 


I enclose $ 


DRY -stik at 
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Gimmick Mailings 


Each mailing was built around a specific sales point. The hat 


tied in with the channel number, while the loving cup used the film program name 


The loving cup was sent out 


the Velva-Sheen Mfg. Co., Cin- 
cinnati, and mailed in an ordinary 
bread bag to a selected list of 400 
clients and agencies 


®e To create a specific impact on 
the local level, an artist, Clint Orle- 
mann, Schaten Studios, Cincinnati, 
was commissioned to do paintings 
of famous Indianapolis landmarks, 
reproductions of which, printed by 
Western Printing Co. of Ohio, were 
sent advertisers in five separate 
cylinder mailings. One, a painting 
of an automobile racer and the fa- 
mous Indianapolis Speedway was 
mailed nationally 
many 


because of the 
requests. The Indianapolis 
Chamber of Commerce requested 
the entire set of local paintings be 
sent to Greenland where a_ unit 
comprised of Indianapolis service- 
men was stationed along the strate- 
gic DEW line. Several industrial 
firms placed the full series of paint- 
ings in their cafeterias and othe 
heavily trafficed areas 


e A series of cartoons by Harold 
Fisher directed at advertisers and 
the advertising profession was 
mailed with an attached promo- 
tional letter. The first cartoon, a 
picture of an exaggerated tomb- 
stone with the message “Here lies 
a good and faithful timebuyer who 
was talked to death,” was mailed 
with an attached note and return 
card notifying the recipient that the 
cartoon would be framed free of 
charge if requested. Card returns 
for frames totaled more than 60°; 


Accompanying the reproductions 
of famous Indianapolis landmarks 


in a gift box with gift card attached, using pres 


ensitive gold stock for the labels. The hats were sent out in a plain paper 


was a letter, pointing out that “The 
old familiar landmarks beautifully, 
silently tell the story of a city. And 
as the years go by, new, not so silent 
landmarks also become a permanent 
part of the city. And such a busy, 
bustling new kind of ‘landmark’ in 
Indianapolis is WLW-I, Crosley’s 
powerful new Station, 
soon to be a vital entertainment and 
business force in Indianapolis 
A business reply card was attached 
Accompanying the cartoons, which 
like the paintings were printed by 
offset on heavy stock 18x24 inches 
in size, was a letter which tied in 
humorously with the cartoon it ac- 
companied with a direct message for 
advertisers. 


Television 


> These promotion pieces, many of 
them with considerable monetary 
value as well as the interest that 
toy-like usually arouse, 
were not the type to be thrown 
away, and indeed, they were not. 
The ash trays, tiny tv’s and Gold 
Cup Awards still sit on desks and 
shelves in offices of 


objects 


clients and 
prospective advertisers, constant re- 
minders of WLW-I. 

With September 15 set as the first 
day of operation, promotion aimed 
at the viewing public was stepped 
up. Beginning the latter part of 
August, the campaign included taxi- 
cab covers, bus cards, and daily 
newspaper ads in all local newspa- 
pers, as well as ads in weekly news- 
papers in the coverage area. The 
new station was saluted in “TV 
News,” Indianapolis-published tele- 
vision magazine, with special ar- 
ticles about the personnel of WLW- 





All Gilbert Bond 
and Onionskin Papers 


now In... 


GILBERT PAPER COMPANY MENASHA, WISCONSIN 








I, both 
tive, the station’s programming, lo- 
cal and network, and listings. 

An unexpected delay by the FCC 
postponed the opening date to Oc- 
tober 30, and up until that time, 
newspaper ads, cab covers and bus 


talent-wise and administra- 


cards were continued, with change 
of copy 

During a period of several days 
when the station received its au- 
thorization for tests—which would 
not permit commercial programs to 
be shown—WLW- I, instead of using 


the unanimated test pattern only, 


Alone, Together .. . 


Specialty Shows 
Bring Variety 


This Spring's 


specialty shows, 


usually held simultaneously, in two 
different Chicago hotels, this year 
were held a couple of weeks apart. 
Both were bigger than usual in the 
number of exhibitors, but this was 
partially due to the 


of many 


unwillingness 
manufacturers to ignore 
either of the two sponsoring groups, 
and thus exhibiting twice 
However, future shows will again 
be held simultaneously, giving spe- 
cialty jobbers more to see ina single 


visit to Chicago 


’ Items of interest to AR’s editors, 
who went through both shows are 


Popular Mailing 
The cartoon series 
of which this is a 
sample jot wide 
attention. Many 
the mailings are 


On agency wall 


ran a series of promotional an- 
nouncements for a full broadcast 
day, using film clips furnished by 
ABC, plus appearances of local per- 
sonalities soon to be seen on WLW-I 

Proof of the efficacy of this un- 
usual promotion compaign: a re- 
cent study shows WLW-I as being 
rated the fourth ABC station in 
the country in ABC’s four station- 
markets in the United States—this 
being accomplished within a matter 
of a few months against entrenched 
NBC and CBS stations in the In- 


dianapolis market area 44 


described below. These are general- 
ly available only through advertis- 
ing specialty distributors, to whom 


manufacturers refer all inquiries. 


® Clip-on-telephone ashtray 


This convenient holds an 
ashtray near the phone without in- 
terfering with normal use 
room for an eight-line message 
Part of the Franklin Line, 
are from 39c to 69c, 
quantity 


device 
There 1S 


prices 
depending on 


. for more details circle 518, page 127 


e Football pen-or-pencil holder °° 
To give additional impact to a pen- 


cil, the 


Saleswinner Line offers a 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 
ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 

Our service unexcelled. 

Try us the next time you need 
quantity photos. 


eh Od oe 


8x10 GLOSSY PHOTOS 
QUANTITY 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 


Commercial Photographers 
116-118 W. Ohio St. * Chicago 10, Iinols 
Dept. M a Telept 


MI ct 5651 


DISPLAYS 

to stimulate 

the “buy e-motion’ uf \ 
ue TRIANGLE’S |\ 


Laay 
sa 


TENS OF THOUSANDS USED SUCCESS- 
FULLY BY DISPLAY MANUFACTURERS! 


Iriangle’s “Lazy Susan” Bearings 
are only 5/16” thick; can be re 
cessed to only 1/8 help solve 
revolving display or turntable 
problems at low cost. 3”, 4”, 6”, 
12” sizes. Light or heavy weights 
swivel easily on ball bearings in 
large race. All steel, stamped and 
interlocked construction—no parts 


to lose. Write for full information 


WTANGLE MANETACTORINS ©. 


10 Div St Oshkosh, Wi 
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football-shaped holder which fits a 
The reverse 
be printed with a promotional mes- 


sage 


business envelope can 


- for more details circle 519, page 127 
@ Chess sets To meet the grow- 
ing interest in chess as a hobby, the 
Parisco Line has introduced a series 
leatheret 
individualized 


of chessmen that come in 
chests which can be 
The pieces are of plastic, weighted 
and felt-bottomed. The 


914,’ ce 


from 2 to 9 


kings vary 
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e The A_ low-cost 
specialty that will be appreciated by 
everyone had a 
the 
that is 
table-top o1 


spec-safe 


who has eve! 
knocked to 
this plastic holde: 
desk-top, 
with pressure-sensitive 
the Waterbury 


between 20k 


pail 
floor is 
held to 
dashboard 
From 


range 


ot glasses 


tape 
Line, prices 
and 25 

. for more 


details circle 521, page 127 


° Signpost thermometer? The 
Baco 
mometer on a 


like a 


shows eithe1 


introduced a ther- 
standard that looks 
miniature The 
a trademark o1 
the 
thermometer, 
local 


can be 


Line has 


signpost top 
a spe- 
holds an in- 
the bass 

Any oil 


furnished in 


cial message, 


post 
doo and 
carries the imprint 


logo 


company 


All you need to know 
about balloons... in the 


PIONEER 
Advertising Balloon 
Fact Pack 


Ideas, sample balloons, 
price list, imprint work 
sheet, get it for your 
files now. 
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without extra 
charge, and many other stock de- 
available. Cost 
tween 24c and 37c 


authentic colors 


signs are runs be- 


- for more details circle 522, page 127 
@ Packaged pen... An extra touch 
is offered by the Everlast Line, with 
its ballpoint pens offered in a blister 
pack whose card carries a message. 
The pen is imprinted. Refill cards 
are available for follow-up. 


. for more details circle 523, page 127 
@ Magnetic clip .. . Useful in many 
situations is Federal’s clip with an 
imprint area of 134x214”, which will 
grip any steel surface and hold im- 
portant papers in a handy location. 
Useful in the shop, the office or the 
home 


. for more details circle 524, page 127 


. Mystic 
want to 


opener ... If you 
in with the housewife, 
this simple disc of plastic will keep 
your her 
helps her 


jar 
get 
name before eyes. Easy 
open 
top jars by giving her a good grip 
on the lid. Priced between 111% and 
18c, it is from the Capital Line 
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to store, it screw 


@ First aid kit... New in the Pil- 
low Line is the pocket-pack first- 
aid kit. Front and back 


cover are 


SANITARY ... EASY TO ENCLOSE OR HAND OUT 


The PIONEER Rubber Company 
Advertising Balloon Division 
410 Tiffin Road, Willard, Ohio 


Please send me your free ‘Advertising Balloon 
Fact Pack.’’ | want to throw it on my desk and 
walk around it. 


FIRM 
ADDRESS 


CITY ZONE — STATE 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
| 
Or phone Betty Wolfe at Willard 3-2211 to order. 1 


Look what Junior got in his cereal! 


reserved for imprinting; 
first-aid guide; four 
plastic bandages, and two pillows 
of antiseptic. Price, per unit, ranges 
from 6.4c to 15c, with one-color im- 
print. 


contents 
consist of a 
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@ Scribe-Square ...A triple-duty 
item that scribes, squares, and rules 
was shown by Nue-Line. The item 
is made of transparent, 
plastic accurately 


flexible 
calibrated with 
eighth inch marks and holes. Size 
is 934x53x%”". Imprint shows up clear- 
ly, on choice of green, amber, or 
red. 
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® Quick notes Traveling sta- 
tionery is offered by the Calumet 
Line in the new Pocket Pack spe- 
cialty. Cardboard holder contains 
9 sheets; provides plenty of room 
imprinting, yet shirt 
pocket or purse. Price range is from 
25c to 29c. 
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for fits in 


@ Lucky clover key tags .. . Color- 
ful tags with 4-leaf clovers sealed 
under clear plastic center crystals 
were introduced by Daniels Clover 
Specialty Co. Back of 
served for ad imprint. 


tag is re- 
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New Incentive Plan 
Eases Promotion Costs 


The costs of promoting an incen- 
tive program should be eased con- 
siderably if a recent plan from John 
Plain Co., Chicago, is as practical 
and realistic as it seems. 

The new plan, according to Walter 
H. Richter, company president, is 
designed to increase the use of in- 
centive programs with little or no 
promotional cost to the participating 
concern. 

It is around the new 
John Plain prize book which lists 
more than 1900 nationally-known 


centered 





merchandise items. This new book 
— under the incentive program — 
will sell for 35c, an estimated 25% 
of the actual cost of the book. Pay- 
ment for the books is deferred until 
the end of the agreed accounting 
period covering the particular cam- 
paign. This billing is applied against 
a promotional allowance given to 
the participating company on the 
basis of the amount sold from the 
book during the campaign. 

This promotional allowance is 21 
or 3% 


“draw” 


and is based on the average 
per prize book. For instance, 
if each prize book averages between 
$15 and $35, the company will re- 
ceive a promotion allowance as fol- 
lows: 


1. a cancellation notice of the orig- 
inal billing for the prize books 

2. 215% of that part of the average 
“draw” per prize book that exceeds 
$15 multiplied by the number of 
prize books ordered. 


Prices are guaranteed against ad- 
vance during standard 
periods, the “incentive bank” is 
serviced at actual and free 
prize certificates with duplicate copy 
and applicable 


campaign 
cost, 


tax record are given 
to each participating company. 


Companies which hold a variety 


of incentive programs can do espe- 
cially well with this plan if they 
stick to the same book for all cam- 
paigns, and combine the purchases 
of several campaigns. 

On campaigns which 
than $15 per book, a proportional 
credit against the cost of the books 
will be given as promotional allow- 
ance. 

The complete plan is outlined in a 
four-page bulletin. 
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draw less 


New Device Eases 
Handling of Coins 


A new plastic device with angled 


channels for sorting, counting, and 


wrapping coins has been introduced 
by The Chatham Mfg. Co. 

The item is gift-boxed and retails 
for $1.29. Quantity order prices 
range $1.20 to 72c per item. 

Complete information is available 
from The Chatham Mfg. Co., 220 
Fifth Av., New York 1. 44 


from 


End to Gimmicks... 


Newest Premiums Offer 
Practicality Value 


The most emphasized trend in 
today’s premium and ad specialty 
is the happy practicality of the 
items. Almost without 
they fit neatly into the consumer’s 
life and are usually valued highly, 
not for their worth, but for 
their ability ordinary 
to-day living problems. 
latest to come to the 
AR editors are the 


exception 


intrinsic 
to ease day- 
Among the 
attention of 


following: 


Flashing Blinker A tricolor flashlight 
Tricolor Flashlight with a flashing rear 

blinker light is 
available from the J. Ashe Co., 
Glenbrook, Conn 


Finished in 


high-gloss chrome 


LOOKING FOR THE IDEAL 
Anniversary, Christmas or Business Gift? 


FACMOTIO Ons. 
Rok 


cnome City * 


AYN PONE YOUNES Pe! 


TINGS 


son S- 2516" 


vmd. ANODIZED ALUMINUM RULERS 


Gracefully streamlined to carry your company name 


with distinction. 
wont rust or 
practical. 


“Golden” 
tarnish. 


| 
| 


“Golden 


anodized aluminum finish 
Feather-light, 


attractive, 


md, ANODIZED ALUMINUM ASH TRAYS 
bright! Beautiful gifts you'll be proud to 


give. Anodized aluminum finish won't rust or tarnish. 


M-D Ash Trays look smart in home or office. Choice 
of 3 anodized finishes—Golden, Silver Bright or Ebony 


Write on your c 
and full details 


MACKLANBURG-DUNCAN 


G | 


Pp 


y 
x ~ y 


Agency 


eT 


ompany letterhead for quantity prices 


Ii 
commission allowed 


COMPANY 


May 1959 + qo * 121 





TT 
Pd) 4 1143 


There are many clip art catalogs available, 
but ONLY ONE complete art and layout 
service. Ideas alone in each monthly issue 
are worth many times the small cost. From 
the smallest printers to the largest concerns 
such as Prudential, General Motors, etc. have 
been Clipper subscribers for many years. 


to cover cost 
of packing and 
2 mailing will 
bring you — 
Free coe 


The Complete Current Issue 


single current issues normally sell for $20.00. 
The complete issue, yours to use, can make 
you hundreds of extra dollars! In addition to 
the current issue you will receive an unusual, 
attractive, introductory offer. No obligation. 
No salesman. Attach one dollar to letterhead 
and mail today to Multi-Ad Services, Inc., 
126 Walnut Street, Peoria, Illinois. 


CUSTOM MANUFACTURED 
COVERS 
y rN 


AV 


CATALOGS «SALES PRESENTATIONS 
LOOSE LEAF BINDERS*SAMPLE BOOKS 
SALES MANUALS «SERVICE MANUALS 


io) ee eee) ee 


2857 N. WESTERN AVE CHICAGO 18 


NEW YORK 17 CLEVELAND 13 LOS ANGELES 45 


COLOR 18 Week Eve. Course 
TRANSPARENCY 
RETOUCHING 


GERMAIN SCHOOL OF PHOTOGRAPHY 


225 Broadway N.Y. 17, N.Y. WO 4-4550 


Attention 
getters: 
MACK’S 
*““MOPPETS’”’ 


Hundreds available. 


Exclusive use. 
low priced 
Write your needs 
and request sample 


DOUGLAS MACK 


1550 Church St., 
San Francisco 14 
Phone: Mi 7-5377 


‘Key the Ad" he 
screams — and he's 
only running one! 


in AR for june . 
Coverage in depth of the 
New York Conference 
of the Sales Promotion 
Executives Association. 
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plate, the flashlight features one 
standard bulb for the three color 
beams of red, green and white. Also 
featured is an adjustable focus spot 
or floodlight, a fingertip push-but- 
ton control for color changes; sep- 
arate switch for the rear-flashing 
red blinker, and a separate switch 
for the flash-button. 

Prices and additional details are 
available from H. J. Ashe Co., 
Glenbrook, Conn 


Memo A 
Board 


blackboard and 
calendar combina- 
tion has been de- 
veloped for the premium field by 
Osborne-Kemper-Thomas Inc 
The “Memo Board” 
26x22” and consists of a 
blackboard with a 12-month 
endar, illustrated by colorful de- 
signs serving as a border. 
Additional 
able 


Thomas Inc 


measures 
large 


cal- 


avail- 
Osborne-Kemper- 
, Park Av., Norwood, O 


information is 
from 


Synthetic A synthetic mate- 
Chamois rial called “Cham- 
ie-Tex” has 

impurted from West Germany by 
the Milwaukee Dustless Brush Co 
Quite similar to natural chamois 


been 


in many of its properties, the syn- 
thetic whether wet o1 
dry; will not rot o1 
wont tear or 


Stays solt 
mildew, and 
break off even when 
dry. It cannot be harmed by grease, 
oil, or solvents and can be washed 
in any soap or detergent. 

Retail price for an 18x21’’ Cham- 
ie-Tex packaged in a plastic bag 
for storing $1.29. 
Quantity prices are available from 
Milwaukee Dustless Brush Co., 530 
N. 22nd St., Milwaukee 3 44 


purposes is 


For Future Files... 


Specialty Searching 
Eased By Catalogs 


Much of the scrambling somehow 


associated with the 


search for a 
specialty item could be eliminated 
with a private specialty catalog file 
for future purchasing. Three we’d 
keep in our own files, are the fol- 


lowing 


Qualatex 
Balloons 


Twenty-four pages 
in full color display 
the complete line of 
Pioneer’s Qualatex Balloon prod- 
ucts 


All pertinent 
ing order 


information includ- 


numbers, SIZES, colors. 
shapes, imprinting instructions, etc 
are detailed on each page. 


The 


catalog 


described in this 
little to 


balloons 


range from giant 


1 
teak 


All Kinds Of Balloons are 


full color in the new Pioneer catalox t 


) 


shown in 


Qualatex bailoons 


standard “rounds” 


to wonderful clowns 


size, and from 


Copies of the catalog are avail- 
able 


. for more details circle 531, page 127 


Lotus 
Glass 


A variety of glasses, 
plates, and = ash- 
trays available with 
company logo, trademark or imprint 
are enclosed in a file folder from 
The Lotus Glass Co., 
Ohio 
In addition, the file folder 
contains illustrated catalog sheets of 
its fine lead glassware 
crystal cutting 
line of bent 


Barnesville, 
also 
with rock 
decorations, and a 
glass ware. Quantity 
discounts are available. 


. for more details circle 532, page 127 


Leather and 
Vinyl Plastic 


The Wizzer line of 
leather and vinyl- 
plastic items are 
shown in an illustrated catalog from 
the Winston Mfg. Co., New York 
All items in the line can be 
stamped with gold or silven 
pany imprint. Among the items in- 
cluded are file cases, luggage, key 
holders, 
directory 


com- 


cases, license and money 


brief cases, telephone 
covers, wallets, etc. 

Complete specifications and prices 
for each item are included in the 
catalog. 


. for more details circle 533, page 127 


Circular Slide Rule 
For Engineer-Executives 


General Industrial Co. Chicago, is 
using a pocket-size circular slide 
rule, produced by Perrygraf Corp.., 
Maywood, IIl., to build 
among engineers and plant 
and office executives, especially 
those who perform calculations 


goodwill 
other 


The calculating device multiples, 
divides and determines proportions, 
and the simple procedures can_ be 
learned in a few seconds The 
sponsor’s name is constantly before 
the user, since it, along with the 
address and telephone number, is 


imprinted on the face of the dial, 44 





Western Union Describes 
Sweet Message Idea 


A new service combining candy- 
with-telegram has been introduced 
by Western Union 

Called “CandyGram,” the new 
service consists of a box of Stevens 
Chocolates accompanied by a per- 
sonal telegram. The telegram is in- 
corporated onto the top ot the box. V 
clearly visible behind a transparent 
cover 

The CandyGram is delivered by 
a Western Union messenger. It may 


be ordered at any Western Union 
office and billed to telephone sub- a oe 
scribers just as are standard tele- Ses . > 
grams OS? ; 
The chocolates are kept in treezers re 
installed in Western Union offices. | Jack Frost Coolers are double-barreled 


Prices are listed at $2.95 for the 


one-pound box and $5 for the two- premiums sss at low cost 


pound box, plus the cost of the 
message at regular Western Union (PRICES START AT 82¢) 
telegraph rates. Same-day service 
is available at an additional 50c 


charge CONSUMER PREMIUM 


Complete details are available . . 
ee a aie Pack multiple units of your product 
from CandyGram Inc., 611 N. Sac- I : I 


remento Blvd., Chicago 12 44 in the handsome re-usable Jack Frost 
cooler. Watch sales perk up as home 
Treasure Chest Promotion makers buy more of your product be 


Outlined in Guide Folder cause they want the cooler, too 


A guide to operating a successful 


“lucky Kev T Chest P PRODUCT DISPLAY 
4uCKY Key reasure nes romo- 
tion” has been released by The Re- AND DEALER GIFT 


public Co., Chicago Lightweight, spacious shipper for many 
Designed for in-store promotions items. Dealer can use it for mass dis 
play of your products . . . then take 
home a picnic cooler for his own use 


In quantity, available with your per 


and exhibit traffic building, the pro- 


motion is based on the distribution 
of “dummy” and “opener” keys for 
a padlox ked treasure chest installed 
at the client’s location sonal message 


Suggestions on when 


how, to use the prize promotion ar‘ JACK FROST COOLER 


i ] +} ; ] fia 1 
outiined in the guia roiader pilus a 


2 sizes available (14 and 20-qt. capacity) 


list ot priz 1deas, technicalities of 


handling the promotion, et Attractive, insulated picnic cooler, bar 
, ‘hest promotion mate- becue carry-all, ice bucket, camping 


cnests, lox ks, 


container, magic minnow bucket, etc 
mats, and copy Made of tough, durable Cellulite, 


suggestion / ri ist and th . . . 
1Bs price li _ comparable in service to higher priced 


metal coolers. Hundreds of 
thousands in use, Shipped 


Rainbow Color Printing » nested — 12 to a carton 
Provides Novel Ad Pencils Quantity price schedule 
Split fountain printing on adver- available. Just write. 


promotion guide is available 


- for more details circle 534, page 127 


tising lead penc ils is re ported by the di 

Joseph A. Shirley & Co., Dallas, Tex ardaier co. 
The entire body ol the pencil IS 

colored, presenting the effect of 1979 S. ALLIS ST. 


i a 

rainbow with primary red at one MILWAUKEE 7, WISCONSIN 
end to primary blue at the othe: 
Advertising message is imprinted 


1} 


over the light vell cent section 


in the color desired by client 


Sample s and addi 


il 


tion are availabl 


. for more details circle 535, page 127 
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Art & Photography 


Art Mart Se 


Art Supplies 


Balloons 


Banners, Pennants 


Binders, Catalog Covers 


A 


Binding Equipment & 
Materials 


70 


65, Back Cover 
66 


Calculators, Printed 


Camera Lucida 


KA 


Control Planning Aids 


Copyfitting Aids 


Decals 


45 


126 
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Direct Advertising 


Display Materials 


Display Motors 


Duplicate Plates 


Duplicating Service 


Envelopes 


Exhibit Builders 


Fluorescent Inks & 
Materials 


Gravure Services 


Indexes 


Ink, Screen Process 


Invisible Ink Postcards 


Labels & Tags 


Lettershops 


Loose Leaf Sheets 


Packaging Materials 


Papers, Printing 


77-78 
67 
17 
29-30 


39-40, Il 
62 

8 9 

117 

32 

71 


97-98 
19-20 


Inside Back Cover 
Inside Front Cover 


75 
22 


Papers, Specialty 
77-78 
93, 126 
70 
65, Back Cover 
117 
47 
97-98 


Inside Back Cover 
75 


Paste Up Type 


Photo Lettering & 
Typesetting 


Photo Prints, Quantity 


Photoengraving & 
Platemaking 


69 
2 


Photographic Equipment & 
Materials 


Plaques 


Postcards, Color 


Premiums & Specialties 


Presentation Materials 


Printing 


Projectors 


Screen Process 


Self-Sticking Specialties 


Sign Materials 





Adwertisers 


Signs & Identification Signs, Plastic 
Cuan : Visual Aids 


Stock Art Typefounders 


Typography 


Stock Photos Window & Store Displays 


* Electroty o iB - 
i : KI Lud Tye Kirby ’ 5 49 
Signs, Metal Li Kirby hall “a 
Turntables, Display g H pid ' = 

ae 36 


ALPHABETICAL INDEX 


86 
84 
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7 
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62 
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86 


65, Back Cover 


116 66 


76 
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39-40, III , ; FOr at i KA 6 
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‘ iS > ro ~over 
4\ 


96 ’ t | 4] 
75 
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Services and Supplies 


ADVERTISING SPECIALTIES 


PICTORIAL PLAYING CARDS 


we PLAYING CARDS ARE 52 
MINIATURE BILLBOARDS 
w%& CARDS ARE USED FOR 
DISPLAYING NEW PROD- 
UCTS OR BUILDINGS 

& CARDS ARE USED FOR 
BUSINESS ANNIVERSARIES 


Premium Plans for Building Business 


SEND FOR PLAYING CARD CATALOG NOW 


Action Advertising 20 fr¢K°y. 


STOCK ART & PHOTOS 


Develop and Illustrate 
Your Printed Messages 
with 


STOCK CUTS 
end 


STOCK PHOTOS 
© FOR LETTERPRESS 
> FOR OFFSET OR PASTEUP 
(Pay only for subjects you reproduce) 
Over 160 pages, size 9 « 12, plastic bound. A thousand ond 
one Ideas in Art... easy to use and economical. Clip ¢ dolor 
bill te your letterhead and get this big book by retwen mail 


COBB SHINN 


721 Union Street ee 


HERE'S THE PITCH 


15 pages of fresh new 
drawings for any kind 
of printed matter 
Ideal for direct mail 
as low as $7.30 pet 
issue prepaid 


ART MART SERVICE 


P.0.80" 2121-Daicast, Texas 


ig 
\ 


ENGRAVINGS 


) 
Civkal UMA CLE NID 


Cae ae 
PHOTO ENGRAVING SERVICE 


i] ” 
PROJECTORS 


AUTOMATIC ADVERTISING 
PROJECTORS FOR EVERY 
NEED AND PURPOSE 
eeeeeeeeooeoeeee 
TEL-A-STORY, INC. 
Dept. A-5 523 Main Street, Davenport, lowa 


126 - an * May 1959 


HELP WANTED 


GRAPHIC ARTS PRODUCTION 


Large, mid-western pharmaceutical 
company needs a man, preferably be- 
tween 25 and 40, with a technical 
knowledge of printing, engraving and 
graphic arts production § activities. 
Must be skilled in the intricacies of 
lithographic and letter press printing, 
engraving, typesetting, preparation 
and interpretation of keylines and 
other production phases of commer- 
cial art. Practical experience in print- 
ing trades desirable. Reply with com- 
plete resume, including salary re- 


quirements to Box 42, c/o Advertising 
Requirements, 200 E. Illinois St., Chicago 
tT, OM. 


DECALS 


Ae URS 


TOP QUALITY || VALANCES 


FOR 90 YEARS 


THE BEST BUY IN POINT-OF-PURCHASE ADVERTISING 
NOW, PERMANENT PRESSURE SENSITIVE (WATER 
LESS) TYPES AND WATER APPLIED TYPES TOO 


SOME SALES TERRITORIES OPEN-COMPLETE DESIGN SERVICE 


Te eee 


ae hee TY ae 


PLASTIC 


Peer Li 


MADE TO YOUR SPECIFICATIONS 
til 

ALLIE DECALS remem) Ae 
oe aoe 


MANIKINS 


PLANNING SPECIAL PROMOTIONS? 
Rent a never-tiring ‘Glamor : manikir 
Madisonia , perfect 
dren's figures are 


MADISONIA MANIKINS, INC. 


NEW YORK CHICAGO DALLAS 
152 W. 25 St. 11S. Desplaines 3007 Canton St 


CHelsea 3-1550 DEarborn 2-6818 Riverside 7-193 


COLOR POST CARDS 


ig GREER 


JUMBO—RETURN REPLY—ACCORDION CARDS 
CATALOGUE SHEETS—8% x 11 
25¢ ea. in 1M quantity 
COLOR PRINTS—DYE TRANSFER—TYPE € 
Write for Price List.and Samples 
CORONA COLOR STUDIOS 
72 W. 46th St New York 36,N Y 


A 


ART SUPPLIES 


NELSON 


BRISTOL BOARD 


Bienfang Paper Co., Inc. 
metuchen, new jersey 


DIE-CUT 
CONSTRUCTION PAPER 


isual 
letters 


2, 3 & 4 INCH SIZES © 10 COLORS 


quality oroduct by the makers of STIK-A-LETTER 
Write for information 


Stik-a-letter Co. rt. 2. Box 286, Escondido, Calit. 


METAL SIGNS 


ENAMELED BLANKS 


*Tackers *Real Estate * Traffic Control 
*Circles * License Plate ¢ Steel ¢ Aluminum 
© 32 Ga.to 14 Ga. ©All Sizes, Shapes, Colors 


THE YARDER MANUFACTURING CO. 


7 


" 
| 


PHOTOSTAT USERS!!! 


PETE 


25 PHILLIPS AVENUE, TOLEDO 12, 0H!I0 


PHOTOSTATS 


Cut your costs 70% 
with Exclusive Magi-Copy Process 
low as 7c a copy ... No machine to 
buy ... we do it all . . . Same day 
service ... Free price list and samples. 
MAGI-COPY 


(Dept. Alfred Mossner Co.) 
108 W. Lake St., Chicago 1, FRa 2-8600 


PEPE EEE een 


PRINTING 


COMPLETE PRINTING SERVICE 


LETTERPRESS AND OFFSET 
Fast Dependable Reprints 
Phone HArrison 7-1811 


Universal Loose Leaf Mfg. Co. 
161 W. Harrison St. Chicago 5, Ill. 


ADVERTISING 
REQUIREMENTS 

FOR 

ADVERTISING RESULTS 





Thal? a7? - ee soe 


591 ‘Circle nf? :ders’ 


: Service Card | ee | { se — rae | 
Brightype Conversion Process re k ad oS CTT EE 


idlow gives details on its new proc Requ iremen if) Suywice 
— (Page 70) 


502/Circle on Readers’ Service Card *Send for these free helpful selling tools 
Artemis Sample Kit 


- Printed Artemis text and cover stock 
is shown by Mohawk Paper Mills. $15/Circle on Readers’ Service Card 519/Pen-or-pencil holder (Page 119) 
(Page 73) Versatile Appointometers 
. . - Direct Mail Printing Co. offers samples 
of its new mailer. (Page 86) 521/Spec-safe (Page 120) 


$20/Chess Sets (Page 120) 
$03/Circle on Readers’ Service Card 
Electronic Makeready Folder 22/Si Th ter (P 120) 
e resul ' ini 
ig, Co's new sytan stows, rope) S6/Cicl on Rear Service Cd un me 
Color Post Cards 523/Packaged Pen (Page 120) 

504/Circle on Readers’ Service Card - + + pamphlets on color post cards are 
Lightweight Paper Sample offered by Dexter Press. (Page 86) 
. . . Combined Locks Paper Co. offers proof 525/Mystic Jar Opener (Page 120) 
of its new coated paper opacity. (Page 76) §17/Circle on Readers’ Service Card 
Rejected Release Reasons 


§24/Magnetic Clip (Page 120) 


52G/First Aid Kit (Page 120) 
505/Circle on Readers’ Service Card 


Protective ‘Skinning’ Sample oo survey tells why editors he on §27/Scribe-Square (Page 120) 

. A sample of Print-A-Tube Co.'s new 528/Quik Notes (Page 120) 
ee aera 518 to 529/Circle the appropriate num 
506/Circle on Readers’ Service Card ber for information on these items, which S29/Lucky Clover Key Tags (Page 120) 
Photo Book Catalog are described in more detail in the Spe 
. .. Amphoto offers a catalog of books on cialty Shows report on pages indicated. 
photographic subjects. (Page 104) 


530/Circle on Readers’ Service Card 
Promotion Allowance Bulletin 
. . « John Plain Co. describes new cost- 
507 /Circle on Readers’ Service Card §18/Clip-on Telephone Ashtray (Page 119) saving incentive program. (Page 120) 
Formica Decorative Art 

. A brochure on reproducing artwork in 
laminated Formica is available. (Page 101) 


Readers’ Service Dept. *Please print or type information below 
508/Circle on Readers’ Service Card 


Corrugated Mailer 7705 
. Chippewa Paper Products Co. offers a 
sample of its large, lightweight mailer. 


(Page 104) 


NAME 


Please have the following sent me: TITLE 


§09/Circle on Readers’ Service Card = 
' 501 $02 503 504 50S S06 507 508 
Tabery Rental Exhibits COMPANY 


 Sieisaiiinies eileen eid iid tugial, 509 510 S11 S12 S13 $14 SIS S16 

on a customized rental plan.(Page 41) ! 517 518 519 520 521 522 S23 524 PRODUCTS SOLD 
B@/Cicie on Readers’ Service Card 525 526 527 $28 529 $30 531 532 
Plasticles Folder 533 534 535 $36 537 538 539 540 ADDRESS 


. . application ideas for Plasticles 3-D 
Saat ” rnow 541 542 543 544 S45 546 S47 548 
sign letters. (Page 36) CITY & ZONE 
549 550 551 552 553 554 S55 S56 
511/Circle on Readers’ Service Card ! 
3 § 564 
Pre-planning Exhibit Booklet 557 558 559 560 S61 36 63 56 


wa 


*Note: inquiries for items listed 
mpower Inc. offers a guide to 565 566 567 568 569 570 571 572 not serviced beyond Aug. 15, 1959. 


show planning (Page 38) 573 574 57S 576 577 578 S79 


releases a fun- Postage 
(Page 94) fill Be Paid ao 
by If Mailed im the 
Addressee een 


New Plastic Banding 


samples of a multiple 
banding are available from Rapid Ribbon 


(Page 96) BUSINESS REPLY CARD 


514/Circle on Readers’ Service Card First Class Permit No. 95, Sec. 4.9 P. L. & B., Chicago, Il. 
Direct Mail Folder 
. a popular folder on advertising has ! ‘ 
been reissued by AFof A. (Page 85) Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
> | 200 East Illinois St., 


Use these return cards Chicago 11, Hil. 
for your copy of publications 


mentioned on this page 





Adwertising 


Requirements 


*Send for these free helpful selling tools 


$31/Circle on Readers’ Service Card 
Balloon Catalog 
. -» Qualatex balloons are shown in a 


new color catalog. (Page 122) 


$32/Circle on Readers’ Service Card 
Lotus Glassware Folder 


. glass items with imprint are shown 
y The Lotus Glass Co (Page 122) 


533/Circle on Readers’ Service Card 
Wizzer Catalog 

Winston Mfg. Co. shows leather 

sinyl-plastic items in a new catalog. 

(Page 

§$34/Circle on Readers’ 

Treasure Chest Guide 

. a “lucky key treasure chest promotion” 

described by The Republic Co. 


(Page 123) 


535/Circle on Readers’ Service Card 
Rainbow Ad Pencils 
. samples of split-fountain printing on 


Service Card 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. %.9 P. L. & R., Chicago, Ill. 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


Readers’ Service Dept. 


7705 


Please have the following sent me: 


NAME 


TITLE 


$01 502 503 504 505 506 507 508 
509 510 511 512 513 514 515 516 


517 518 519 520 521 522 523 524 


COMPANY 


525 526 527 528 529 530 531 532 


533 534 535 536 537 538 539 S40 


ADDRESS 


541 542 543 544 545 546 547 S48 


549 550 551 552 553 554 555 556 
558 559 560 561 562 563 564 
565 566 567 568 569 $70 571 572 


557 


573 574 S76 S76 S77 578 579 


* Note: 
not serviced beyond Aug. 15 


ave LTS 
SOOO 


pencils are offered by The Joseph A. Shir 
ley Co. (Page 123) 
S36/Circle on Readers’ Service Card 


Stereo Catalog 
. @ guide to hi-fi stereo, etc., is available 
(Page 110) 


from University Loudspeakers. 


537/Circle on Readers’ Service Card 
Sample Type Specimen Page 

. @ page from a new specimen book is 
available from George Willens & Co. 


(Page 60) 


S838 te SG64/Circle the appropriate num- 
ber for information on these items, which 
are described in more detail in the report 


on Sign Trends, on pages indicated. 


538/Multiplastics Signs (Page 45) 
539/Texlite Folder (Page 46) 
540/Custom Dealer Units (Page 46) 
S4l/Hanover Embossed Units (Page 46) 
§42/'60 Line Interior Units (Page 46) 


No 
Postage Stamp 
Necessary 
If Mailed in the 
United States 


PRODUCTS SOLD 


CITY & ZONE 


inquiries for items listed 


1989. 


$43/3-D | 

544 

§45/Dealer Steel 
$46/Changeable C 
§47/Porcelain Ena 
$48/Filon Fib 
§49/Cadco Sign Sheet (Page 48) 


(Page 46) 
(Page 46 
Box-type (Page 46) 
py Boards (Page 468) 
nel Folder (Page 46) 


erglass Panels (Page 46) 


550/Meyercord decals (Page 48) 
551/Transparent decals (Page 48) 
§52/VHO Lamps (Page 48) 
§83/Sparkk 
§54/Letters Without Patterns (Page 48) 
555/Raised Letter 
556/Roto-Beam Folder (Page 48) 
§57/Time-O-Matic Flashers 
§58/Telesicn System Brochure (Page 48) 
§$59/Roe Revolving Un 
$60/Reco Flashers 
$61 /Roto-Mount 
562/The Sign Chopper (Page 49) 
563/The Goodnow 
564/Tel-A-Flasher leaflet (Page 49) 


>Lite Ray Bulbs (Page 48) 
Folder (Page 48) 
(Page 48) 


it Leaflet (Page 49) 
(Page 49) 
Leaflet (Page 49) 


Speller (Page 49) 


565/Circle on Readers’ S$ 
Mobile Floorstands 


J-A-K Displays Inc. describe is new 


rstands (Page 52) 


566 to 578/Circle the appropriate num 
ber for information on these items, which 


) ‘ } 4 teyil +} Pp 
ire escrided in more detail n ef 


t on the pages indicated 


lder (Page 50) 
567/"Idecs Mak 


5G68/The C&G 
(Page 50) 


569 Ider (Page 
570/Low ee a 
§71/C 
$72/Hatits 
$73/"Y 
574 

575 

576 


1 (Page 
Samples (Page 50) 
(Page 50) 


‘ (Page 50) 


t (Page 
(Page 50) 
(Page 


578 (Page 


$79/C: 


Glo-Namel Sign Blanks 


fered by VYorder Mica 


a 


Use these return cards 
for your copy of publications 
mentioned on this pace 
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Sorg’s PARCH TEX adds Glamour 


to Layout... LANDS BIG JOB FOR PRINTER! 


NO att QoL 
Printing a Pleasure” 


When we first presented “La 
Boutique” with a layout on ie sanueee gowonry ane goto of efetinatios 
Mae tM aed tial| ; pee gee 
all their business stationery, ee ‘lo Prolique : 
. Pa eel mel > Lu ob ae 
PRE : out attractive, but claimed 
it lacked something to make it really impressive. On 
the advice of our Sorg distributor, we resubmitted 
the layout showing how it would look on Sorg's 
pink PARCHTEX. That broke the deadlock! The cus- 
tomer was delighted with the glamorous touch that 
PARCHTEX added, and we got the job. And what'a 
pleasant experience it was to work with PARCHTEX! 
Running at a speed of 5000 impressions an hour, 
PARCHTEX reproduced beautifully throughout the 
entire run. You can take it from me, PARCHTEX 
makes printing a pleasure! 


“la f deulique 


Aaron J. Fadem 
Pace mee ihe | 


fey V4 (er ame 8 i an) on 
St. Louis, Missouri 


Here’s Why PARCHTEX has become so popular! 


From letterheads to brochures . . . single-color to four-color process 
runs—one feature is common to hundreds of different types of jobs 
that have been done on Sorg’s PARCHTEX by printers from coast-to- 
coast. In every case, the printer, or the customer specified PARCHTEX 
because he wanted to achieve a special touch of glamour, dignity, 
importance, distinction—in the finished piece. 


That is why PARCHTEX is catching the fancy of more and more printers 
every day. Try PARCHTEX yourself! You'll find it produces excellent 
results by a variety of printing methods—letterpress, offset, thermo- 
graph, silk screen. Soft tones and colors, especially, reproduce with 


Your Sorg distributor will be happy to exquisite beauty on the rich, luxurious surface of PARCHTEX. 


show you the new PARCHTEX Printed 
Samples Portfolio, containing PARCHTEX 


3 Ask your Sorg distributor for a PARCHTEX swatch book, and sample 
samples in a wide range of uses. 


sheets of PARCHTEX in both the 24 Ib. text weight and the 65 lb. cover 
weight, in Green, Blue, Pink, White, and Natural. Phone him today! 


MPANY + Middletown, Ohio 
APER co 
THE SORG P e Manufacturers and Converters of Stock Line and Specialty Papers 


tig us par OFF Offices in NEW YORK « CHICAGO «+ BOSTON « ST. LOUIS « LOS ANGELES 


SORG STOCK LINES 
WHITE SOREX « CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH « EQUATOR INDEX BRISTOL «+ REGISTER BOND 
MIDDLETOWN POST CARD « 410 TRANSLUCENT « EQUATOR LEDGER + SORG'S BLOTTING « BRILLIANT VELLUM 
TENSALEX « GRANITEX »« PARCHTEX 





This handsome new edition of Breskin Publications’ (N.Y., N.Y.) MODERN PLASTICS ENCYCLOPEDIA is bound for hard service in Du Pont’s pyroxylin-impregnated “PX” 


cloth, Credit for the reproduction of Ray Cicer 


AS 
Oe 
” file, 


a. 


)’s photo montage goes to Harrison Art Advertising Co., Phila., Pa. J. F. Tapley Co., Long Island City, N. Y., bound the book. 


A lasting complement to fine craftsmanship... 


Du Pont bookcloths 
print beautifully, bind easily 


er vou re binding—books. cata- 
innuals. the re’s a 
Du Pont bookecloth that is trouble-free 


in production of durable, distinctive 


dire tories 


hindings. Because it’s from Du Pont, 
ou can be sure you Il get the superior 
qualities and dependable performance 
that add up to the best value. 


Pyroxylin-impregnated ‘’PX*’* Cloth 
has excellent ink receptivity and ad- 
hesion ... prints well in deep, rich col- 
ors. It is easily handled —lies flat. Offers 


better scrub resistance. 


Vinyl-impregnated ‘’PX‘’* Cloth i- 
Du Pont’s newest binding material. I 
has exceptional wearing qualities and 
Its clear- 


superior scrub resistance. 


white uniform printing surlace per- 


de I iil 
makes possible truer re produc tion of 


brilliant color. New vinvl “PX” cloth 
lies flat, holds sharp register on fast 


mits unusual clarity of printing 


color presses. It can be used on stand- 
ard casing and forming machines. 

‘‘Fabrikoid’‘* is 
fabric, full-pyroxylin-coated. 
Binds into leather-like, luxurious-look- 
ing books that last for vears. 


dirt, grease. 


manufactured of 
sturdy 


Resists 
water—is washable. Is easy 
to work with and readily adapts to 


standard bindery techniques of cover 


information and 
write to: KE. OU. 
Nemours & Co. (Ine. 
AR-95, W ston 98. Del 


decoration. For more 


ree sample swatches 


Pont de 


ries DAN iimin 


Du P 


Du Pont PX Cloth 
and Fabrikoid 





